
























































a 
LU do a 
ts in 
= H = 
= : 
ie o 
— 2 “ 
|. ~-Y < 
<= * 
LJ | « Ww 
Cc )s = 
CO) 





Vl 






























































CONSTANT 
MOTION 
CARTONER 





























‘“*Ask the user rather than 
the seller of wares if you 


would know their quality” 
— Johnson 


NE who has used a cartoner for years, or even months, 
should know more about its good and weak points than 
its sponsor, who may have seen it in operation for a test, 
but rarely, if at all, thereafter. 


Therefore, we would have you, when in need of a cartoner, 
visit one of the many plants near you where CONSTANT 
MOTION CARTONERS are employed, see them at work and 
question their operators somewhat as follows: 


How long have you used this machine? 


Is this a fair sample of its performance ? 


To what principle does it owe its smooth, 
Silent operation ? 


How many packages will it produce per 
minute without lowering their quality 
or overspeeding ? 


Is it honestly built ? 
Does its maker stand squarely behind it ? 


Are Constant Motionand Multiple Insert- 
ing vital improvements in Cartoning 
Machines ? 


When you install another cartoner, will 
it bea 


ConsTANnTtT Motion CARTONER? 


We want you to heat what its users say about it. A postcard 
will bring you our story in detail at any time. 


The standardized CONSTANT MOTION CARTONER pack- 
ages bottles, jars, tins, collapsible tubes, and many other articles. 
It feeds, folds and inserts direction sheets and corrugated board 
liners with the loads. 





R. A. JONES & COMPANY, INc. 


P. O. Box 485 


Cincinnati, Ohio 
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This issue, as the post-conven- 
tion number of "Modern Pack- 
aging’ includes abstracts of 
papers presented and other 
news of the activities which took 
place during the Third Packag- 
ing, Packing and Shipping Con- 
ference, Clinic and Exposition. 


Mark your memorandum pad 
for an early visit to the Per- 
manent Packaging Exhibit main- 
tained at the offices of ''Mod- 
ern Packaging." An unforget- 
able surprise awaits you—an 
opportunity to learn what is go- 
ing on in new packages, new 
materials and new methods 
which the industry is adopting. 
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SEVERAL SIZES?” 


Adjustable Machines Are a Real 
Economy=Especially Redingtons 


If your product is sold in more than one size or if 
you make two packaged products of similar size, we 
have a mighty important story to tell you. 

The advantages and economies of Redington Adjust- 
able Cartoning Machines are many—maximum returns 
on a minimum machinery investment, reduced labor 
costs, less floor space. 

Here are typical cases: A 
Redington cartons both the 
16 oz. bottle of ‘“Maltine” 
and the 12 oz. “Neoferrum” 
with equal efficiency for The 
Maltine Company. The 
change from one size to an- 
other can be made by a 
“handy man” in less than 


McKesson & 


30 minutes. 


Robbins use an Adjustable 
Redington for 


cartoning 





their 8 oz. and 16 oz. bottles of Milk of Magnesia. 
Another Redington cartons both the 1/5 lb. and 1/2 
lb. size of Hershey’s Baking Chocolate. 

Other types of Redington Packaging Machines can 
be made adjustable, too—especially those for cel- 
lophane wrapping and other types of wrapping. There’s 


a type for your needs, too. Investigate. 


Campana’s 
Kialian Balm 


is cartoned on this Reding- 
ton Adjustable Cartoning 
Machine. It produces both 
the 35c size and the 60c size 
of Campana’s Italian Balm 
with speed and economy. 


“If It’s Packaging—Try Redington First” 
F. B. REDINGTON CO., (Est. 1897) 110-112 So. Sangamon St., Chicago, IIL. 


REDINGTON 


| Packaging 


Machines 





Economical for Packaging - Cartoning - Labeling - Wrapping 
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NOTHING PROTECTS LIKE 
WAXED PAPER 


Not just how it looks as it leaves your plant—nor how it glistens 
on your dealers’ shelves—but how it tastes on the consumer's 


table! By that measure, you stand or fall. 


4 


Mae OSA EY Y 
HJ. HEIN2 COMPANY 


There are some startling new developments in food packaging 


Perfect Protection! . ° ‘ 
healt: Stains amma —money saving—product improving. Let us show them to you. 
has used KVP Waxed They may help you in this corner-turning business. 


Paper for many years. 


KALAMAZOO VEGETABLE PARCHMENT COMPANY 
PARCHMENT (Kalamazoo County) MICHIGAN 
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How CAN YOU make your product sell better? 
Maybe you can learn from other fields. Contrast the 
colorless, unattractive kitchen equipment of yester- 
day with the colorful, attractive equipment ef today. 
The modern demand is for color—and manufacturers 
in every line must meet that demand. 

That is one reason for packing your product in 
Maryland Blue Bottles. The brilliant, distinctive col- 
or appeals to the modern taste. Makes your product 
stand out from the crowd. Makes it easier to iden- 
tify. Suggests higher quality. Resule: Your product is 
seen, recognized and bought more frequently. 

You'll get a new idea of the sales possibilities of 
your product when you see it dressed up in Maryland 
Blue. Ask us to send samples. Maryland Blue Bottles 
and Jars are made in a wide variety of stock shapes 
and sizes, as well as in special designs for many 
famous products. 

In requesting samples, tell us the nature of your 
product and the sizes in which it is packed. Or, bet- 
ter still, send us samples of your present containers. 


e : . a 


MARYLAND GLASS CORP. 


BALTIMORE, MARYLAND 





New York Representative: Pacific Coast Representative: 
Two-Seventy Broedway Owens-lilinois Pacific Coast Co. 
New York City Sen Francisco 


Maryland Green Tint and Flint Bottles are of the 
same bigh quality as Maryland Blue 
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“Bottles reach customers 


In perfect condition’. .... 
thanks to 


KIMPAK 
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MERCK & CO+» INC. 


Su/SF/MI 


OR several years Merck & Company of 
Rahway, N. J., leading manufacturing 
chemists, have used KIMPAK Crepe Wadding 
for packing glass bottles. This marvelous 
material was used after other absorbents 
had been tried and discarded. Now, KIMPAK 
is used because it has been proved the best. 

This is the experience of hundreds of 
companies who have tried KIMPAK. It gives 
them better protection from breakage, saves 


time and labor and is surprisingly economical. How Merck & Company protect their bottles against breakage. 
° eqs Illustration shows tonic ‘‘ Arsenoferratose”’ protected with 
KIMPAK is clean, resilient, soft as down. KIMPAK Crepe Wadding. 


Its fine appearance adds prestige to products 
of all kinds. KIMPAK comes in rolls and 
sheets to meet every need. 


KIMBERLY-CLARK CORP., Neenah, Wis. MP-3 


| Address nearest sales office: 
: 8 S. Michigan Ave., Chicago 122 E. 42nd St., New York City 
Mail coupon for samples and costs. | 510 W. Sixth St., Los Angeles, Calif. 
@ | Please send us sample and full information on KIMPAK. 
| COMBE biccisinic.canecdiahqganateee 
| Attention of 
REG. Ij) PAT. OFF. & Ia COUNTRIES J Address... 
CREPE V4 ADDING | Clit PROG 1B i ociciscsccscsccuvssscssvie 
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WINNERS 


1, WHITE SWAN Vac- 
uum-Packed Coffee. Waples- 
Platter Co., Fort Worth, Tex. 
2. SOHIO AUTO POLISH 
Standard Oil of Obio. Cleve- 
land, Obio. 

3. MOTT’S BICENTEN- 
N!IAL VINEGAR Duffy- 
Mott Co., New York City. 
4. CAROLYN HECK’S 
DEODORANT Heck-(on- 
ard (o., Kansas City, Mo. 
5. PREMIUM SALAD 
MUSTARD Plochman & 
Harrison, Chicago, Ill. 

*6. ITALIAN BALM 
Campana Corp.,Batavia,lll. 
7. HIGHLAND MAPLE 
SYRUP Cary Maple Syrup 
Co., St. Johnsbury, Vt. 

8 MOHAWK APPLE 
CIDER American Fruit 
Products Co., New York City 


“f » 
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2. 
CONTAINERS 


* 
Cup Winning Entry in 
Carton Group 
Carton Design—Harry Farrell 
Bottle Design—Edwin Fuerst 
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- BUILDERS OF 
vy DWENS- 


@ Onlzed packaging wins again! In the two 
most important contests of the year, the 
Second Annual Wolf Award and Modern 
Packaging’s All-America Twelve Competi- 
tion, Owens-Illinois entries came through 
with flying colors, netting three first prizes 
and fourteen Honorable Mentions. 

In the Wolf Award, the O’Cedar Wax 
Cream bottle . . . made by Owens-Illinois 
took first prize. 

In the All-America Twelve Competition, 
the O’Cedar bottle placed first in the Bottle 
and Jar Group, and Italian Balm, first in the 
























2 WINNERS 


9. EYE-O-EYE Arzen Lab- 
oratories, Inc., Clinton, lowa. 
10. RAJAH CIDER VIN.- 
EGAR The Quaker Maid 
Co., Inc., New York City. 
11. LOG CABIN SYRUP 
Log Cabin Division-General 
Foods, Inc., New York. 
12, OCEAN SPRAY 
CRANBERRY COCK. 
TAIL Cranberry Canners, 
Inc., South Hansen, Mass. 
13. COUCHO VINEGAR 
Waples-Platter Co., Fort 
Worth, Texas. 
14. ORAL PERBORATE 
E. R. Squibb & Sons, New 
York City. 
+15. O’CEDAR WAX 
CREAM O0'’Cedar Corpora- 
tion, Chicago, Ill. 
16. MOTT’S CIDER VIN- 
EGAR Duffy-Mott Co., New 
York City. 


t CHAMPIONS «= 
- ILLINOIS 


Carton Group. The fourteen Honorable 
Mentions awarded to Owens-Illinois pack- 
agesin this competition were farand away the 
largest number accorded to any one entrant. 

We believe that the eye-appeal and other 
features that make OnlIzed containers stand 
out in contests are the very features that 
make customers want to buy the products 
packed in these containers. The sales records 
of manufacturers who use our containers 
prove we are right. If you feel the same way, 
our enthusiastic services are at your disposal. 
Owens-Illinois Glass Company, Toledo, O. 


BY 1873 » 1933 
yy SIXTIETH ANNIVERSARY 





+ our Winning Entry in Bot- 
tle and Jar Group. Winner 
of Wolf Packaging Award. 





Designer—Simon de Vaulchier 
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D IFFERENT from any that ever was run, is 
today’s fierce race for business. The track is 
muddy—the dope is upset. Will the favorite in 
your field come in an also-ran? Will some rank 
outsider gallop off with the purse? 


The jockey can win or lose a race. Just so, the 
package can win or lose a market. A good product 
in an out-of-date package faces an untold handi- 
cap. A good product in a good container has 
every chance to win. 


What is a good container? It is a modern con- 
tainer. Modern in its ability to keep a product in 
the condition in which it should be kept. Modern 
in its structural conveniences, its understanding 
of the consumer’s needs. Modern in design, color, 


beauty—and costs. Modern in merchandising 
instinct, shelf value, ability to sell goods and 
keep them sold. 


There is a new technique in packaging, in the 
development of which the American Can Com- 
pany has played a major part—and the product 
which fails to take advantage of it is closing the 
door on sales. Canco does not recommend change 
just for the sake of change. But it does recom- 
mend knowing what the new packaging oppor- 
tunities are. And it does maintain that Canco 
designers, research men, engineers, are well 
qualified to analyze your present package—and 
to suggest (without obligation) such improve- 
ments as might wisely be made for the sake 
of sales. 


AMERICAN CAN COMPANY 


250 PARK AVENUE 


MODERN PACKAGING 


e NEW YORK 
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The grocery store stocks its sugar 
and salt, the country doctor his qui- 
nine and castor oil. Each case typifies 
a principle —staples suited to the great- 
est need. 

The printing and lithographing 
business has its staples too, both in 
paper and ink—items which have a 
fixed place in regular turnover. 

The ink staples of the printing 
establishment symbolize those basic 
colors most in demand for the straight 
run of work. These staples are brown, 
green, purple, blue, red, orange, yel- 
low, and black—well-known hues, 
healthy, robust color effects possess- 
ing the vigor and vitality essential to 
sales power. 

These colors have individual 
strength and beauty and each may be 
used in various ways. They can be 
employed as big attention-getting 
smashes or beautifully restrained in 
composite effects by utilizing their 
lighter values or tints. 

They present anavalancheof dazzling 
color wealth, an inspiring pageantry of 
beauty and effectiveness. Their indi- 
vidual use is not limited to any specific 
purpose, yet the character of each has 
a pointed significance and suggests 


INDIVIDUAL BEAUTY, HEALTHY, ROBUST SALES POWER 








ipl 
Co/or Pageant { 


AN INSPIRATION * 


Your copy will be 


sent upon request 


an inherent power to produce a particular reaction. 

For instance, red proclaims itself the liquid fire of 
the ink fountain. If you will think of the other colors 
in terms of an associated thought suggested by their 
effect on the mind, you will have available a broader 
conception of the main significance of these popular 
color staples and their power to establish atmosphere 
and start trains of thought. 

These popular staples are the fundamental tools of 
the pressman’s job. All are intrinsically good, prefer- 
ence being determined by the atmosphere to be ex- 
pressed, the power to be projected. In the use of 
these colors there is but one rule to follow —when 
you use a red, or brown, ora green, for instance, use 
a good one —one that will be a delight to the eye and 
an inspiration to the spirit. Half-baked color effects 
do not justify ink usage. 









A valuable aid to the proposition of color vitality 
is the ipi COLOR PAGEANT —an exposition of 
the effectiveness of staple colors in the various inten- 
sities in which they are available. It is a manifesta- 
tion of color value and beauty —an inspirational dis- 
play suggesting the significance of individual colors 
and the atmosphere which associates itself with their 
use. It is designed to hang on the wall, and is ar- 
ranged for convenience in color selection and color 
matching. 

This “Pageant” has a thousand uses and is valu- 
able to all individuals identified with the creation of 
printing or its production, from designer to pressman. 
It represents a further expression of the interest of 
this corporation in color accomplishment. It is avail- 
able to everyone. Write us direct or ask one of our 
salesmen. 


THE INTERNATIONAL PRINTING INK CORPORATION 


75 VARICK STREET 


NEW YORK CITY 


Branches in the following cities: Atlanta - Baltimore - Battle Creek - Boston - Buffalo - Chicago - Cincinnati - Cleveland 


Dallas - Detroit - Houst > Indi lis - Kal 


+ Kansas City - Los Angeles - 





Nashville - New Orleans - New York City - Philadelphia - 


Mil + 2 i 





Rich d - Rochester - St. Louis - St. Pau! - San Francisco 





iN KS FOR ALL PAPERS, ALL PURPOSES, ALL £OCLOR EP E-6 tS 
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COLGATE-PALMOLIVE-PEET 


shows a record of increasing investment 
IN 


PNEUMATIC PACKAGING MACHINES - 








In these days of sagging chart lines there is one curve 
that goes ever upward. That is the curve which charts 
the preference of America’s leading makers of 
packaged goods for Pneumatic Packaging Machines, 
a curve that is based on dollars invested—the final 


and most complete endorsement of any product. 


Colgate-Palmolive-Peet’s experience is part of this 
curve. The upward trend of Colgate’s investment in 


Pneumatic Machines is the result of repeated pur- 
e ee 


PNEUMATIC MACHINES 


Carton Feeders—Bottom Sealers—Lining 
Machines—Weighing Machines (Net and 
Gross) —Top Sealers — Wrapping Ma- 
chines (Tight and Wax)—Capping Ma- 
chines—Labeling Machines— Vacuum Fill- 
ing Machines (for liquids or semi-liquids) 

Automatic Capping Machines — Auto- 
matic Cap Feeding Machines—Tea Ball 
Machines. 











chases over a period of several years. [he important 
fact in their case, as in the case of many other manu- 
facturers, is that the first experience with Pneumatic 


Machines made them willing to invest again! 


The reason for such preference is worth investigating 
when you are contemplating the purchase of pack- 
aging machinery. The facts are ready for you, if you'll 


write for them. 


NEUMATIC SCALE 
ACKAGING MACHINERY 


PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVE. 


QUINCY, MASS. (NORFOLK DOWNS STATION) 


Branch Offices in New York, 117 Liberty St.; Chicago, 360 North Michigan Avenue 


San Francisco, 320 Market Street; Melbourne, Victoria; Sidney, N. S. W. 
and Trafalgar House, No. 12 Whitehall, London, England 
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AUTOMATIC 
MACHINES 


for all 


PACKAGING PURPOSES 


Automatic Cartoning machines 
Semi-automatic Net weighers 
Semi-automatic Gross weighers 
Container Sealing machines 
Can Labeling machines 
Coupon Inserting machines 
Special machines and devices 
Carton Forming machines 
Carton Sealing machines 
Automatic Net weight scales 
Automatic Gross weight scales 
Automatic Volumetric fillers 
Automatic Lining machines 
Wax Wrapping machines 


& 


MODERN PACKAGING 


in principle 


and design 
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Designed especially for adjustability—the Packmatic Carton 
Sealing and Weighing Machine illustrated can be used to 
advantage in many industries because it is comparatively inex- 
pensive and is built to stand the gaff of modern production. 


It handles cartons of a wide range in dimensions and also a 
large variety of products with but few convertible parts. Can 
be furnished with or without weigher for automatic or hand 
filling. One operator required. Speed up to 30 per minute. 


Packomatic Engineers are at your service in working out any 
packaging problems. 


PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


Branch Offices: NEW YORK CLEVELAND SAN FRANCISCO 
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GLAZED 


CHINTZ 


A new development of a Glazed Chintz Box 
Paper from the Hampden Mills at Holyoke. From 
early reports we are led to believe that this Box 
Paper will be a popular selection for many types 
of boxes. --- Why don't you tell your box maker 


about it, or better send for large working sheets 





and have him cover some trial boxes for you. 


HAMPDEN GLAZED PAPER & CARD CO. - Holyoke, Massachusetts 





Is 


Consolidated Metal Containers 


CHASE 








—in unique "Jewel-Glo” finishes—are easily adapted to the specific CONSCRIDATED SAFETY 910 CO. 


requirements of many types of products. There is hardly any limit 


to their serviceable and artistic possibilities. Let us show you 
how Consolidated containers are stimulating sales for many 
manufacturers. The coupon brings complete information. 


CONSOLIDATED Safety Pin Co. 


OWNED BY THE MAKERS OF CHASE BRASS 
Bloomfield, N. J. « New York Showrooms: 200 Fifth Ave. 
CONSOLIDATED CONTAINERS AND CLOSURES ARE USED BY 


THREE "HONORABLE MENTION" PACKAGES IN THE "1932 
ALL AMERICA TWELVE'' COMPETITION 


BLOOMFIELD, NEW JERSEY 


Gentlemen: 
Please let us know more about Consolidated 
Metal Coritainers. 
Name 


Company 


Address 
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Einson-Freeman displays 


What the Judges 
said: 


Won out, not only because 
of its simple design but, al- 
so, because of its admirable 
spotlighting of the main 
sales points and the small 
amount of space that this 
display of a fast-moving item 
takes on the dealer's counter. 


Band-Aid Container and 
three containers illustrated 
below received Honor 
Awards in “Modern Pack- 
aging’ Competition. 


ics ((@D 


m MEAL ITALIAN STYLE 


GRATED CHEESE! 


MORYBAR. ENN 
BAND-AID 


DRYBAK 
BAND-AID 


wartarRoor 
SPEED BANDAGE 


DRYBAK 
BAND-AID 


warTtaraoor 
SPEED BANDAGE 


FIRST AWARD 


in the Display Container division of the Wolf Pack- 
aging Competition to the Johnson & Johnson Band- 
Aid Container—the famous Einson-Freeman “double- 
tier” patent. 

FOUR Einson-Freeman designs selected for the 
“Modern Pockaging” Permanent Exhibition. 

For practicality— space economy and ingenuity that 
SELLS, Einson- Freeman display containers are the 
choice of both experts and sales executives. For your 
package display problem—see Einson-Freeman FIRST! 


“ A:clvod te ¢ 


AMBROSIA 
POWDER 





Johnson & Johnson Band- 
Aid Container — Winner of 
First Award in Display Con- 
ainer Division, American 
Management Association 
Packaging Competition. 


What the Judges 
said: 


It is a splendid example of 
what may be accomplished 
by- combining an under- 
standing of what the retailer 
wants in a package with the 
consumer's viewpoint. 
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EINSON-FREEMAN CO., INC. 
LITHOGRAPHERS, LONG ISLAND CITY, N. Y. 
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INERRATIONAL & KEY 


” windowand 
store display | 
adverfising 
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“AN 
IRRESISTIBLE 


PACKAGE,” 
say the Women 


Selected 





among \ “a > 
Best for | (rok o aa 


” Surede Luxe 


1 3 ” ieancsy ll 4 
PRESERVES | ||] ‘4 
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The Cameo 


Label does 
Help| 


i ) 
R 


Remove the label and the character, display and sales 
value disappears. 








ECOGNITION of package ensemble in glass con- 


tainers must include the label. 





Cameo Labels create the outward expression of the 


quality of your product by their exquisite die work and 
printing. 


Compare your present Label with Cameo work. 


CAMEO DIE CUTTING & ENGRAVING CO. 
142 West 22nd St. New York, N. Y. 


Pacific Coast Representative—C. M. Turton, 53! Central Bldg., Los Angeles, Cal. 


GAMEO LABELS 


MARCH, 1933 13 

















; 





lbe 





pp POINT 
> EFFECTIVE SEALING » SUITABILITY FOR 
PRODUCT ® EASY APPLICATION » EASY RE- 


MOVAL » BEAUTIFUL DECORATIONS » DE- 
PENDABLE SUPPLY 3 NATION WIDE SERVICE 


TO OBTAIN THE RIGHT 


SERVICE 


CLOSURE FOR YOUR PRODUCT 


WORLD'S LARGEST MAKERS OF 


[el O NEO): <2 


CLOSURES FOR GLASS CONTAINERS ‘S$ 
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/] THE WORK OF YOUR CLOSURE 


Cndo/ 


* 
THIS is a picture of empty bottles. Perhaps one of 
them contained your product. Did the closure you put 


4 On it give a good account of itself? Was it thoroughly 
satisfactory until the bottle was emptied ? 


Perhaps you think that does not matter as long as the 
sale was made. But the way your closure performs its 
duty has much to do with the purchaser’s liking for your 
product and whether she will buy it again. 

Here at C. C. & S. “the right closure” means one that 
measures up at every stage of the life of your particular 
package. We are familiar with factory requirements— 
we know what consumers demand. And long experience 
with many kinds of products has taught us a lot about 
the behavior of closures under all sorts of conditions. 
You will find this experience most valuable in obtaining 
closures that perform their full duty all the way. 
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SAN FRANCISCO, CAL. 


“age ond present « plan clearly demon- 
strating the advantages to be obtained 
from MASTER METAL Foil. Write today 
to Department M-2, Reynolds Metals Co. 
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PRIZE WINNING 
FOLDING CARTON 








PRIZE WINNING 
SHIPPING CONTAINER 


These two containers were manufactured by Container Corporation of America 


and how “Packaging Headquarters” can Help YOU 


Of significance to box buyers—these awards indicate 
outstanding ability in container manufacture. 


Appearance, Sales Value, Construction — were the 
standards by which these containers were judged finest 
in their respective groups, in the Modern Packaging "All 
America" competition—one, in Folding Carton, and one, 
in the Shipping Container group. 


To produce folding cartons that are exceptional in sales 





value, appearance and construction, we devote a large 
organization and the most modern equipment to this 
work, 


Every step—in carton design, art work, board produc- 
tion, ink control, printing, cutting, and gluing—is handled 
by skillful, critical specialists. 

Although we have a capacity of 6,000,000 cartons per 
day, each job averages 60 inspections—insuring that the 
finished carton comes as closely as possible to perfection. 
Special cartons and display containers are handled in- 
telligently by men experienced in this side of modern 


selling. 140 patented specialties are available for your 
use. 


To shipping container buyers—our 10 plants throughout 








the country place ‘extensive manufacturing service within 
short, quick reach. 


Features such as the colorful Myracol backgrounds, used 
on the shipping container above, are available. Endless 
research is carried on—to produce the strongest, most 
protective types of shipping containers. 


Due to the fact that we are "Packaging Headquarters” 
for many large and important companies—our experience 
has been unusually extensive. 


For your company we can perhaps introduce economies, 
short cuts and improvements in container design and 
manufacture—as we have done for others. 


Let us work with you. The coupon will bring one of our 
packaging specialists—at your service. Send the coupon 
today—no obligation. 


CONTAINER CORPORATION OF AMERICA 










Citys... 





CHICAGO PHILADELPHIA NEW YORK CLEVELAND DETROIT Container Corporation of America, 
NATICK, MASS. CINCINNATI — PITTSBURGH += MINNEAPOLIS ge eee ee 
P | Have your packaging consultant call—without obliga- 
SAN FRANCISCO LOS ANGELES INDIANAPOLIS ANDERSON, IND. | tion—to consult with us on our packaging problems. 
BRIDGEPORT, CONN. | Name 
1 
General Offices: 111 W. Washington St., Chicago, Ill. g Company “4 
| | ee 
| 
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The Keynote of Canada Dry’s 
Sparkling Water 
BOTTLE 
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a 
All- America Twelve 


Depend on Salem to originate 
new ideas in what is termed 
“run of mill" products. 


Winner Display Group 


A new bottle for a new prod- 
uct—a bottle truly representa- 
tive of the water—sparkling 
—iridescent—fresh. 











SALEM GLASS WORKS 


SALEM . . . NEW JERSEY 
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MOISTUREPROOF 


SYLPHRAP 


The Aristocrat of Tobacco 
Wraps 


Crystal Clear Moistureproof 
Transparency Self Sealing with Heat 
Odorless Strong and Pliable 


These are some of the characteristics which make 
moistureproof SYLPHRAP the aristocratic wrap for 
tobacco,—also equally important for foods and 
other products requiring moistureproof protection. 


SYLPHRAP is considered ‘‘Quality's Best Attire"’ 
for Food Products, Textiles, Pharmaceuticals, Station- 
ery, Toys, and many other Products. 





Write us for samples and suggestions for beautifying 





and safeguarding your products. Technical Service at 






your disposal. 





eae 


SYLVANIA) INDUSTRIAL CORPORATION 
Executive and Sales Offices: 122 East 42nd Street, New York 
asks: Fredericksburg) 
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INTERNATIONAL 
Produced the 
Carton for this 
All-America 
Tube » » » » 





Cartons are no longer used for the sole purpose 
of protecting the product. Modern merchandis- 
ing demands that they be so designed as to pre- 
sent the product in the most attractive manner 
possible in the retail store, for sales depend in a 
great measure on the display the product gets. 

Mennen’s carton is effective because it is, in a 
sense, a miniature poster with strong, simple 
lettering plus an attractive color. 

International has long been known for the 
originality and exceptional display value of its 
cartons. [t can offer many helpful suggestions 
based on many years’ experience in this field— 
packaging for retail sales. 


INTERNATIONAL» 
FOLDING PAPER BOX COMPANY, Inc. 


North Bergen ‘ , ‘ New Jersey 
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PROFIT 


by the 
RE-USE PAGKAGE APPEAL! 


Many alert manufacturers are increasing 
their sales volume and maintaining their 
prices by packaging their products in attrac- 
tive, molded re-use containers. 


Illustration shows two of our stock patterns. 
The boxes are available in many colors. 
For orders of sufficient size, we can mold 
these boxes with your trade-mark or other 
special design in the top. 


Let us show you in how many ways you can 
benefit by this effective sales-promotion 
plan. Samples and full particulars on re- 
quest. 


AUBURN BUTTON WORKS, Inc. 
AUBURN, N. Y. 
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STOP SHOPPING! 


HE selection of the proper box for your product should not be left to a 
shopping tour. 


og 


At Arrow you will find designers and craftsmen who work in a variety of materials 
and have at their disposal a wide range of manufacturing processes. 


“—r 


Illustrated are a few types of Arrow hand-made boxes. 


hse 


Box "A" is of board construction covered with paper and lined with satin. 


* 


Box ''B' is an embossed case, of board construction covered with leatherette. 


Box "C" is constructed partly of wood, partly of board covered with moire and 
lined with velvet and satin. 


Box "D" is an all-wood box lacquered in gold and red. 


— 
ae 


Arrow box service is as varied as your needs. 


May we send a representative to 
talk over your requirements? 


& 
j , 
? 
Fare 
= 
= é 


ARROW MANUFACTURING CO., Inc. 


Fifteenth & Hudson Sts., Hoboken, N. J. 
Please send your representative to see us. 
See our Mr. 
Name . 
MANUFACTURING COMPANY .- 


Address 
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STOP SHOPPING! 


HE selection of the proper box for your product should not be left to a 
shopping tour. 


At Arrow you will find designers and craftsmen who work in a variety of materials 
and have at their disposal a wide range of manufacturing processes. 
Illustrated are a few types of Arrow hand-made boxes. 


Box "A" is of board construction covered with paper and lined with satin. 


Box "'B" is an embossed case, of board construction covered with leatherette. 
Box " 


C" is constructed partly of wood, partly of board covered with moire and 
lined with velvet and satin. 


Box "D" is an all-wood box lacquered in gold and red. 


Arrow box service is as varied as your needs. 


May we send a representative to 
talk over your requirements? 


ARROW MANUFACTURING CO., 


Please send your representative to see us. 


Fifteenth & Hudson Sts., Hoboken, 
A iat R O W aaa 


MANUFACTURING COMPANY - 


Name 


Address 
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smart 


checks - 
stripes 


plaids 
ginghams 


these are the new papers 











checks bold and small 


stripes wide and thin 
plaids simple and gay 


ginghams surprisingly fresh 


Louis Dejonge and Company has them 
in all their glory, in a variety of styles 


and colors for today’s fashion. 


send for samples. 


LOUIS DEJONGE & COMPANY 


NEW YORK PHILADELPHIA CHICAGO 
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Just as we have co-oper- 

ated with the Battle Creek 

Food Company in package 
label problems 
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- and the first impress- 


ion it conveys depends on 
the design - the engrav- 


design 
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MOLDED JARS 
Among the |O0O 


Best Packages 
for 1932 


rig To 
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HESE colorful, lustrous, dainty 
little jars show how readily indi- 
viduality and distinction may be ob- 

tained by molding with Resinox. 


If you examined these jars closely, you would 
be particularly impressed with the high, glossy 
finish of all surfaces and the total absence of 
checks, cracks or defects of any kind. The use of 
Resinox insures a uniformly high quality for the finished 
product. A large variety of colors are available. Why 
not specify Resinox for your molded products and benefit by 
its many splendid qualities. 


RESINOX CORPORATION 


A SUBSIDIARY OF COMMERCIAL SOLVENTS CORPORATION AND 
CORN PRODUCTS REFINING COMPANY 


230 PARK AVENUE NEW YORK CITY 
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AN ALL-AMERICA WINNER 


By RITCHIE 
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THE BEST ae 
FIBRE CAN PACKAGE . 
OF THE YEAR - 


The Bauer & Black Cotton Picker, by Ritchie, has been recognized 
as one of the finest examples of the packaging art as expressed by the 
use of fibre cans. 

It remained only for its selection as an All-America winner to have 
this recognition confirmed. 

Now the Ritchie organization is proud to announce that it pro- 
duced this remarkable container and to thank Bauer & Black for this 
opportunity. 

Fibre cans are used to advantage for innumerable products. 


May we offer suggestions for packaging your products in these 
practical economical containers. 





Designersand 
Manufacturers of 
Fine Paper Boxes 
for more than 
Sixty - five Years. 





W. C. RITCHIE & COMPANY 


500 Fifth Ave. Established 1866 
NEW YORK, N. Y. L. H. BRODRICK, New York Representative 


8855 Baltimore Ave. 
CHICAGO, ILL. 
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HERSHEYS 
= MILK CHOCOLATE 
“ delicious / 













THIS immense Display—of unusual construction and many planes—features Hershey Chocolate Town, where 


Hershey Products are made, and tells the story of Hershey in an interesting and forceful manner. 
The focal point of the display is the airplane—set out from and attached to the back piece by a box easel. 


MOTION, effected by a small propellor and colored ribbon streamers attached to the airplane and activated 
by an electric fan, catches the eye of the passer and draws it directly to the large Hershey Chocolate package 


reproductions which form the wings of the airplane. Thus the package is presented to the first glance. 


Once stopped, the prospect gets the complete story of all the Hershey products as his eyes travel over the many 


interesting features of this beautiful display—a display created and produced by Forbes. 


Forbes Window Displays, of unusual—but practical—construction and design, get into the windows and get 


buyers into the store. They attract attention; deliver the message; arouse interest and create an urge to buy. 


Forbes can help you on your display advertising—why not let our representative call. 


LITHOGRAPH MFG. COMPANY OF BOSTON 
P. O. BOX 5130 
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ARCHITECTS’ SKETCH 9 Constructi in the 
early Spring , to be ready for ——s by mid-summer. 


G@WicAGO CARTON COMPANY 


QUARTER OF A 
CENTURY OF 
PROGR E $5$ 


1933 —and the City of Chicago invites the world to see 


the marvelous achievements of a Century of Progress. 





It is significant that in the same year the Chicago Carton 
Company completes a quarter of a Century of Progress. 


We are proud to announce the construction of our new 
building, to be the most modern and efficient carton and 
label plant in the country. 


Chicago Invites You to the 
CENTURY OF PROGRESS 


Chicago Carton Company Invites You to their 
QUARTER CENTURY OF PROGRESS 








CHICAGO CARTON COMPANY 


4433 OGDEN AVENUE CHICAGO 
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MARVELOUS MIXER 2 . 
++A DELIGHTFUL TABLE WATE 
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An American-Made Display 
Wins an All-America Cup 


No small part of the effectiveness of Canada Dry's Sparkling Water display is due 
to the fidelity with which our craftsmen reproduced the original designs for both 
the display itself and the bottle labels—which designs were prepared by Sidney 
Bagshaw, who is associated with Arthur S. Allen, Color and Package Engineer. In 
every detail—color, construction, die cutting—the finished display represents work- 
manship of the highest order. It is typical of the work produced by our organiza- 
tion for many nationally known manufacturers. 


Put your display and label problems up to us and benefit by the experience gained 
in the half century we have been in business. 





N. B.—The material on which the design is printed is Unifoil (manufactured by Reynolds 
Metals Co.), which was chosen because it greatly enhances the beauty of the display. 


AMERICAN LABEL COMPANY 


| 216 West | 8th Street New York City 
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An All-America 























IFTY YEARS OF SERVICE to those 
commodity manufacturers who package 
their product with distinction and impec- 


a cable taste—a period during which our 
unique designs have found bountiful success in 
the hands of their adopters—a procession of 


successes fittingly capped by— 


AN ALL-AMERICA AWARD for a set-up box 
used by the producers of the Mary Chess line of 
toiletries, the boxes being designed to harmonize 
with the color and styling of their cream jars— 


PACKAGE STYLING is an art—our designing 
staff is available to manufacturers seeking pack- 
ages that aptly reflect and artistically personify 
the character of their commodities. 


YOUNG BROTHERS, 


PROVIDENCE, RHODE ISLAND 


NEW YORK OFFICE: 130 WEST 42nd STREET 



























































THE ALL-AMERICA 
WINNER 


Cream jar set-up box 
produced for 
MARY CHESS, INC. 
New York, N. Y. 








Makers of Paper Boxes for over Eifle Ween 
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NEW YORK LOS ANGELES 
50 E. 42nd St. 1251 E. Seventh St. 


HAVANA, CUBA CHICAGO 
Roberto Ortiz Planos 80 E. Jackson Blvd. 


New WIRZ Lubes 





HE new eye-catching tubes, Hawkins Honey Tube and 
Mary Peabody Hand Balm Tube, have given these two 


products a big “Tift to market” and we are proud of their success. 


For years we have been cooperating with leading manutacturers in 
packaging their creams, pastes, semi-liquids, powdered and granular 
products in clean, economical, easy-to-use sales units. We are pre- 


pared to give you similar service in tube design and manufacture. 


Let us talk over your packaging and design problems with vou. 


A.A OOTRZ, Ine. comtapsieie 


Established 1836 TUBES 
CHESTER, PENNSYLVANIA 
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VERY label problem is different 

from every other problem of 
this kind. The size, shape, color 
and design of the label for any 
particular product are governed 
by many factors, all of which must 
be taken into consideration if a 
label of maximum effectiveness is 
to be secured. 


Because of their ability to create 
labels that are right from every 
angle — Krause designers have 
achieved an enviable reputation in 
their field. Without obligation on 
your part, they will be pleased to 
suggest some novel, effective 
ideas for your label. 


Viel Fe aR AU SE 1x 


52 East 19th Street 


The Right Label 
is a Powerful 


Sales Aid > xe 
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The O'CepAR Wax CREAM package received the Wolf 


Award for 1933 and the Cup for the bottle and jar 


group in the 1933 ALL-AMERICA TWELVE COMPETITION, 
organized by Modern Packaging. Designed by 
INDUSTRIAL DESIGN-INC 


ll WEST 42ND STREET->NEW YORK CITY 


Roy Sheldon, Pres. Simon de Vaulchier, Vice-Pres. George W. Blow, Sec’y-Treas. 
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THREE NATIONAL 
FOLDING BOXES 
WIN DISTINCTION 










Selected as Outstanding 






packages for 1932 
























OR heauty of design, economy and efficiency 
in production, appropriateness of decoration 
and color treatment, plus all-round practical sales 
value, few packages can compare in effectiveness 
with the three illustrated. The public will, we are 
sure, confirm the selection of these packages as 
“outstanding examples of the packaging art for the 


vear 1932.” 
SOME “PAST PERFORMANCES” 


1. The Camel 50's Cigarette Hinged Box (eliminating tin) 





2. The Collapsible Ice Cream Can for Bulk Ice Cream 
(eliminating metal). 


3. The Mitre Cigar Box (eliminating wood). 
4. The Interwoven Hosiery Box (eliminating the rigid set- 
up box). 


The Hinged Duplex Box (to hold 2 Salt & Pepper 
Shakers) for Stickney & Poor. 


wt 


6. ‘“‘Sylverplated’’ Cartons for Blumenthal Brothers and 
others (eliminating metal foil). 


7. The Three Dimension Window Display. 


8. The Two Tier Container Display. 


| NATIONAL 
gi FOLDING BOX CO. 
NEW HAVEN CONN. 
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At the Wrigley plant packages are carefully inspected before shipment 


Twenty Million Sticks of Gum Daily 


RAVELY did the big brown toe of the chiclero, 

Diego Maria Gomez, son often removed of an 
Indian chief, dig into the bark of the sapota tree deep 
in the Central American jungle. And widely did Diego 
grin as he traced his knife, the keen machete, so that the 
juice might flow into the bucket below. For manana, on 
the morrow, would come the Gringo with the dinero, the 
pay for Diego and his kind who had gathered the sap 
which would be boiled and otherwise made ready for a 
long, long journey. 

Little did Diego, the chiclero, know or knowing care 
that these white men of the north, all of whom were of 
course loco, changed the sap he had tapped into a flavored 
gum which millions everywhere chewed so fondly. And 





By J. L. Newman 


little did the masticating millions themselves know how 
or where the chicle was garnered, how it was made into 
strips and nuggets which, under the name of Wrigley, 
stretched to the farthest cofines of the earth. 

The story of that latex is one of fortuity, of chance 
and of ingenuity. From the hunk of chicle, of coagulated 
sap which Santa Ana, he of the infamy of the Alamo, is 
said to have forgot on his desk near New York in the 
40’s, has come the business of Wrigley, an enterprise 
that girdles the globe, a vast manufacture. The tale be- 
ginning with that toe and ending with the gusto of 
myriads is another of the adventure of trade. Shorn 
of its glamor, the chronicle of chicle is merely a state- 


ment of the conversion of the milk of a tropic tree into 


MARCH, 1933 33 

















Individually wrapped sticks are automatically 
grouped and wrapped 


the chewing gum of commerce, how that sap is handled 
and treated by men and machines until it is the finished 
product in its sanitary, attractive package. 

Now Diego of the jungle is only a few steps from his 
savage forebears, yet for a reason as yet unknown be- 
yond his ilk he will not boil that sap on any day but 
Sunday. The chicle, pronounced chicklee by the Indians, 
is placed in iron pots over wood fires. Then it is cooled 
in molds, placed in jute bags each holding about 175 Ibs. 
and shipped by sea and rail to Wrigley factories in 
Chicago, Sydney and London. The trees that yield 
chicle, the basic ingredient of chewing gum, cannot he 
tapped until they are 30 years old; thereafter, every six 
years. The sapota tree, sometimes called the sapodilla, 
is found largely in British Honduras, Guatamala and 
Yucatan. 

After the chicle arrives at the factory in 
Chicago, as an instance, it is cleaned by ma- 
chinery. Then it is ground and dried. That 
which does not enter immediately into produc- 
tion is stored. Almost all the transitory 
processes in the plant are mechanical, that is 
consist of belt and gravity conveyors. 

The next step, that of melting the chicle, is 
done by means of steam-jacketed kettles which 
also, by reason of the heat they produce, steri- 
lize the chicle. The pains thus taken to pro- 
duce a clean article in a clean way is charac- 
teristic of all the manufacturing and packaging 
processes performed at the Wrigley plant. 

Then in batches, each weighing 1,200 Ibs., the 
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dough, for that is what it looks like, is conveyed 
to the mixers, great machines equipped with 
immense paddles. There the various ingredients 
of chewing gum—chicle, flavors, syrup and sugar 
—are kneaded into the proper consistency of tex- 
ture. Each of these machines holds material 
enough to make 150,000 sticks of the confection. 
ach component is mechanically weighed, thus 
assuring accuracy and economy. The process of 
mixing is slow so that the mass may become thor- 
oughly and tastingly flavored; it usually takes 
about half an hour. 

Then comes the sheeting procedure in which 
the batch, having been chuted from the mixers to 
the floor below, is pressed while warm. Under 
the guidance of girl operators, each attired in 
clean white frocks, the mass emerges about a 
foot and a half wide and about one and one-half 
inches thick. Again and again it is pressed by 
rollers until it is of the desired thickness. As it 
passes from one set of rollers to another, the 
dough is mechanically dusted with powdered 
sugar to prevent its sticking to the machinery and 
brushed to remove excess, until it comes out at 
the far end of the mechanism where it is 
scored by knives for subsequent formation into 
sticks. It is then stacked in blocks 18 in. square. 
The slabs, lined into the dimensions of sticks of 
chewing gum, are taken to rooms where in summer the 
temperature is fixed to cool them. In winter the exterior 
atmosphere suffices. 

The Wrigley plants make their own weather. Where 
the process of production demands certain degrees of 
temperature and humidity there are appropriate me- 
chanisms. The air is washed and regulated not only for 
manufacturing but for hygienic purposes. The interior 
of the Wrigley factory in Chicago is unusually bright. 
It invites sunlight through what appear to be miles of 
windows unobstructed by pillar or post so that the con- 
ditions under which employees work are conductive to 
comfort and efficiency. 

Automatic machines top and bottom seal the 
shipping cases 

















or 
Insofar as its use is concerned the gum is now ready 
re to be chewed. But, so that it may be enjoyed by those 
of of various nationalities, it must be wrapped and packed 
e- in ways that will not only attract but preserve. 
or So the sheets of gum are carried to the wrapping ap- 
- paratus which separates each stick as it has been de- 
it. lineated in the slab and feeds it to the wrapping 
nf mechanism proper. Wrigley gum is subjected to five 
+ different wrappings, all by machine; two are for the 
- individual stick, three for the group of five sticks which 


comprise the packet. 

The machines which encase each stick of gum, wrap 
it and four others into the packet of five, then wrap the 
carton into which these packets are finally placed, are 
said to be marvels of mechanical ingenuity. “Said to be” 
is the right way to say it. None but Wrigley employees, 
only a few of them, are permitted to see these mechan- 





isms at close range. They are designed and erected by 
Wrigley engineers as was that contrivance which, at- 
tached to a Wrigley machine, so lengthened the last tooth 
in the serration of the transparent cellulose wrapper as 
to effect a tab onto which was placed that little red tape 
arrow now so popular as a means of entry. 

There are hundreds of these wrapping machines in the 
Chicago works alone. At each machine are two girls. 
proned and capped in spotless white. One girl feeds 
Following 
le wrapping of each stick, the machine assembles five 


- machine ; the other attends to the boxing. 


tt 


cks into a label which is sealed tight, and again 
hel 


led. All this and more at a speed and with a pre- 





General view of one of the packaging floors at the Wrigley plant 


cision that nearly numbs the uninitiate ; all this and more 
in the plant which from end to end and up and down is 
a marvel of skill, of men and machines cannily coordi- 
nated. 

The wrapping machines wrap 750 sticks of gum a 
minute, enough for 150 complete packets. Each kind of 
Wrigley gum—Spearmint, Double Mint, Juicyfruit and 
P. K. (the lozenge )—is wrapped by machines especially 
equipped for it. Fifty machines are needed to wrap 
Juicyfruit alone in the Chicago factory. The average 
daily production of chewing gum in the Chicago plant 
is 20,000,000 sticks, or at an annual rate of 7,500,000,000. 

From the wrapping department the chewing gum 
proceeds under strict inspection to and through the 
casing and shipping phases until at last it arrives at the 
retailers’ shelves and windows, more than 850,000 re- 
tailers in the United States alone. 

The gum comes to the retailer in fibre cases, each 
The cases are glued and sealed by 
Both 


Cases to 


holding 50 cartons. 
machines at the rate of 2,000 an hour, as a rule. 
operations are performed by one mechanism. 
be sealed are packed with the top and bottom flaps un- 
sealed. The bottom flaps are folded under in the position 
they will occupy when sealed. Riding on the bottom 
flaps, the cases are conveyed by gravity or belt to the 
front end of the gluing unit where automatically, by 
means of a mechanical timer, one case at a time is per- 
mitted to enter. The container then is carried by drag 
bar, one to a case, longitudinally through the mechanism. 
Top and bottom flaps are (Continued on page 92) 
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1932 All-American Twelve Cup Dinner 


er yAXTTD a ” . 
INNER at Eight” with Mopern PackacGinc 


as the host to the winners of the All-Americ: 
Twelve, other prominent users of packages, designers, 
representatives of material suppliers, equipment manu- 
jacturers and the press. Directly in front of the speak- 
crs’ table were the 1932 All-America Twelve cups, each 
engraved with the name of the 
winning company and_ the 
group in which its package 
classified. On the far side of 
the room were exhibited the 
winning packages. Such was 
the setting when the curtain 
went up in the Salle Moderne 
at the Hotel Pennsylvania the 
evening of March 8. 

Acting as toastmaster, D. E. 
A. Charlton, editor of MopERN 
PACKAGING, welcomed _ the 
guests, sketched briefly the 
history of the All-America 
Twelve and paid tribute to 
the work done by members of 
the 1932 committee of judges: 
Katharine Fisher, Earnest 
Elmo Calkins, Leroy Fairman, 
William M. Bristol, Jr., H. 
I. Preston and Burton L. 
Pitcher. Miss Fisher respond- 
ed on behalf of the committee, 
saying : 

“This will have to be very 
impromptu because Mr. Charl- 
ton has given me no warning 
he was going to call on me. 
I think this is a time at which said 
the judges should be rather silent for we have done our 
work. However, I am reminded of a story as Mr. 
Charlton spoke about the judges and why they were 
called in to act. It seems to me I am always called 
into action in various capacities because of the fact that 
| am supposed to understand the woman's viewpoint or 
the consumer viewpoint. This is the story that I am 
reminded of when people speak of my understanding 
the woman’s viewpoint or the consumer viewpoint. 

“There was a young couple standing looking down 
at their first born as he lay peacefully sleeping in his 
crib. As Mary looked at this little fellow, she thought 
of all that was going to face him during his life, when 
he would go to school, begin fighting his little battles, 
then on to college, then on into business or professional 





Charles E. Murphy 
Who presented the All-America Twelve cups 


winners 


life; then he would pick out a wife and Mary, his 
mother, would have to take a second place. She looked 
at John and said: ‘John, I know we're thinking about 
the same thing.’ ‘Yes,’ said he, ‘it beats me how they 
can sell that crib for $6.75.’ 

“I don’t know whether I have the consumer’s view- 
point or the woman's view- 
point. I suspect I have both. 
For I was continually look- 
ing at the packages from the 
standpoint of their usability. 
sut I do hope that I remem- 
ber that line of Keats. ‘Beauty 
is truth, and truth beauty.’ 
That is all you know and all 
you need to know. 

“T did find, and I think the 
judges will agree with me, 
that utility was tied very close- 
ly to beauty. And the artists 
that are working with us to 
make our pantry shelf an art 
exhibit, I think appreciate that 
too. When I look at a can, 
[ am thinking of a can opener, 
thinking of the method of get- 
ting that package open; think- 
ing of the way in which it 
will look when it is opened ; 
thinking of the safety when 
handling it. 

“I was very happy, indeed, 
to act as one of the judges. 
I did feel I received an edu- 
cation in the exchange of opin- 
ions as each judge brought his 
or her viewpoint to the contest. Mr. Preston was think- 
ing of the cost of production and how that package 
would travel, and all the merchandising aspects, where 
I was seeing the package through to the final user and 
wondering how it was going to function in his or her 
hands. It was a great pleasure to act on this commit- 
tee and to see the wide variety of packages, the develop- 
ment taking place in design as it is being linked so 
closely to usability. It is highly encouraging to see 
that this progress is being made together with the evi- 
dent improvements in designs.” 

Mr. Charlton then introduced Charles F. 
former advertising manager of the Texas Oil Company, 
past president of the Advertising Club and now a prac- 
ticing attorney. Mr. Murphy’s (Continued on page 88) 


Murphy, 
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Coordination Is Keynote 


Of Third Packaging Conference 


C ONSTRUCTIVE PROGRESS in the understand- 
ing of package principles and activities can defi- 
nitely be recorded as having been accomplished during 
the sessions of the Third Packaging, Packing and Ship- 
ping Conference which were held under the sponsorship 
of the American Management Association, March 7 to 
10 inclusive, at the Hotel Pennsylvania, New York. 
Each of these meetings was well attended and, while this 
has likewise been true of the previous conferences, ac- 
cording to expressed opinions, the program this year 
presented a better balance of the subjects considered and 
a more the various 
branches of packaging—design, production and merchan- 
dising—than has heretofore signalized these conventions. 


effective coordination between 


In preparing the program and in its subsequent execu- 
tion, great credit is due to John G. Goetz, managing 
director for the American Management Association, and 
his associates. 

The first packaging session was held on Tuesday 
March 7, Robert Davis of the Hills Brothers 
In discussing the subject, “Re- 


morning, 
Company presiding. 
vitalizing Sales by Package Changes,” D. E. A. Charl- 
ton, editor of MopERN PACKAGING, traced the history of 
“Pack- 


“should be viewed 


packages in their effect on merchandising sales. 
stated Mr. Charlton, 
The manufacturer who 


age changes,” 
in the light of sales insurance. 
fails to use every possible means to assure sales for his 
product and thus prevent a loss to his plant investment 
is not only unnecessarily neglectful, but shows himself 
to be a poor business man as well. As with his plans 
for the production of his products, he should also an- 
ticipate his package needs, and make certain that his old 
package does not outlive its usefulness before the new 
is well launched. 

“Among the serious handicaps that have been a detri- 
ment to the acceptance of advisable package changes 
is that hardy perennial which has been facetiously re- 
There are still a 
few of these to be found, some of them maintaining 
But at 
a high cost, I venture to say, and until they do take 


ferred to as the ‘founder’s package.’ 
sales in spite of their antiquity and ugliness. 


on new dress no one will know how much, in lost sales, 
was the expense of such maintenance of dignity.” 

In offering confirmative information as to definite 
sales results through package improvements, Mr. Charl- 
ton showed about twenty groups of old and redesigned 
packages on which corresponding data was available. 

Roy Sheldon, vice-president of Industrial Design, 
Inc., speaking on “Economies in Packaging’ with spe- 
cial reference to the reduction of packaging costs through 
simplification in package design, likewise presented a 
number of examples of redesigned packages. Mr. Shel- 
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don stated that “the manufacturer's strategy is to test 
the popularity of his package design continually. The 
method which is coming into increasing use is to make 
up new designs from time to time and place them on 
sale along with his standard design and his competitor’s 
packages. Sales results are carefully checked. By this 
means he can determine if a less expensive package 
will prove economical or whether a higher cost con- 
tainer will justify itself in increased sales.” 

Continuing the subject “Economies in Packaging,” 
with special reference to the reduction of costs through 
structural design and production economies, Francis 
Chilson, consulting packaging engineer, stated that “The 
package designer should know first the nature and limit- 
ations of the materials with which he has to work, and 
second, he has to know the engineering requirements 
of each particular case. The package is, first of all, 
an engineering unit. 

“The conscientious designer can determine the pro- 
duction efficiency of a projected design by simply mak- 
ing a working model and seeking the advice of the man 
in charge of production. He should ask the production 
man to examine the package from the standpoint of 
each and every operation through which the package 
has to pass.” 

Mr. Chilson illustrated his discussion by showing a 
number of actual packages, pointing out economies that 
would have been possible had the proper coordination 
between design and production been carried out. 

Originally planned as two separate sessions for 

Wednesday morning, it was possible to include both 
“Case Studies in Packaging, Packing and Shipping” 
and the analysis of unit packages, as covered by the 
-ackaging Clinic, in one group meeting and this was 
followed by the presentation of the Irwin D. Wolf 
Package Award. Only one paper of the two scheduled 
for the first-mentioned was given, that being by Frank 
C. Chase, assistant superintendent, E. R. Squibb & 
Sons. Mr. Chase outlined the various production steps 
as they related to collapsible tube and carton specifica- 
tions, carrier cartons and bundles and the required pro- 
ducing machinery. With reference to the latter, Mr. 
Chase stated, “Great progress has been made in the de- 
velopment of packaging and packing machinery, particu- 
larly during the past decade. Yet I am constrained to 
view the accomplishment as only the beginning of pack- 
age machinery development.” 

Richard Bach, director of industrial relations, Metro- 
politan Museum of Art, presided during the Packaging 
Clinic, at which time a number of packages were pre- 
sented for discussion and analysis. The method fol- 


lowed in this procedure was (Continued on page 86) 









FFERING a well-rounded array of packaging ma- 
terials, equipment and service, the Third Packag- 
ing, Packing and Shipping Exposition opened its doors 
at the Hotel Pennsylvania the afternoon of March 7 and, 
until its close on Friday, March 10, continued to attract 





General view of exhibits, Third Packaging Exposition 


attention from those who sought for information regard- 
ing this particularly active field. 

Wisely enough, those in charge had stipulated that the 
exhibit floor would be open to visitors between 1:30 
A. M. and 9:00 P. M. each day, and this ruling, to- 
gether with a more liberal attitude with respect to ad- 
missions proved of greater satisfaction than the condi- 
tions which prevailed during the two previous exhibitions. 
The curtailment of the time in which to visit the various 
booths was of little detriment, and many of the exhibi- 
tors availed themselves of the opportunity to attend the 
conference sessions, all of which were held in the fore- 
noon. 

An attendance of about ten thousand had been anti- 
cipated but this was curtailed to a considerable extent— 
mainly due to the nation-wide “bank holiday.” 
the registration showed a substantial out-of-town attend- 


However, 
ance to supplement the local visitors. According to ex- 
pressed opinions, whatever may have been lost in quantity 
interest was made up in quality enthusiasm, and it was 








Einson-Freeman Company, Inc., display 





The Third Packaging Exposition 


generally agreed by exhibitors that their efforts had been 
well appreciated. 

In all there were about seventy exhibitors, offering, as 
previously noted, a generous cross-section of the supply 
branch of the packaging field. Many of the booths were 
most elaborate in their appointments and decorations ; all 
were instructive in that they offered tangible evidence of 
progress in the form of established or new developments 
available to those who package. While the exhibition 
was perhaps of the greatest value to package users, it 
afforded an equal opportunity for observation and inter- 
change of opinion among suppliers of materials and 
equipment, the further encouragement of which can be 
of lasting benefit to the entire packaging industry. 

The following is a list of the exhibitors with a brief 
reference to the material, equipment or service shown. 

Pratt Institute: Series of dummy packages designed 
by students in commercial art classes. 

American Management Association: [Exhibit of pack- 
ages entered and judged in the Second Irwin D. Wolf 
Package Competition. 





Exhibit shown by Pilliod Cabinet Company 


Shoup-Owens, Inc., and Karl Voss, Inc.: Machine- 
made set-up boxes and displays, and hand-made paper 
boxes. 

Milprint Products Co.: Exhibit of printed Cellophane 
bags and wraps. 

Humitube Manufacturing Co.: Printed Cellophane 
bags and tubes. 

Du Pont Cellophane Co.: Complete display of pack- 
ages wrapped in or formed of plain and printed Cello- 
phane. 

Associated Cooperage Industries of America: Various 
types of wooden barrels and tubs. 

Potdevin Machinery Co.: Gluing and taping machines ; 
automatic, semi-automatic and manual types. 

Shellmar Products Co.: Samples of printed roll Cel- 
lophane, products in Cellophane bags and wraps. 

General Plastics, Inc.: Containers, closures and prod- 
ucts molded of Durez in various colors. 
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Demonstration and display of Riegel Paper Corporation 


Riegel Paper Corp.: Samples of various bags and 


wrappings; applied packages; demonstration of ultra- 
violet ray effect on various colored films, showing non- 
rancidity action through grass-green. 

Huve Space-Saving Box Co.: Samples of knock-down 
set-up boxes. 
Gos 


actual packages wrapped and lined with waxed and 


Kalamazoo Vegetable Parchment Samples of 


varchment Demonstration of  electric-eye 
l : 


(photo-electric cell) as applied to wrapper design reg- 


papers. 


istration. 
The Dobeckmun Co.: Examples of printed roll Cello- 
phane ; samples of printed Cellophane bags and wrappers. 
The Foxon Co.: An extensive selection of embossed 
labels applied to a wide variety of bottles, boxes, ete. 


Hand 


made boxes, seals, tags, labels and displays; also printed 


Dennison Manufacturing Co.: and machine 
Cellophane. 

Wood, Nathan & Virkus Co. and Hanograf Corp.: 
Examples of raised printing applied to packages, cards, 
labels, ete. 

W. Ralston & Co., Inc.: Samples of laminated and 
coated papers. 

Calkins & Holden (Styling Department): “The Store 
of the Future,” offering a modern version in shelf and 
counter display with an interesting array of newly de- 
signed packages. 

The Container Co.: Fibre shipping drums in various 
sizes and for different commodities. 

Waterbury Paper Box Co.: Featuring Metalon and 
other types of set-up boxes in a modern setting. 


Bie CA ay content a & 
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Exhibit of Continental Can Company 
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Charles Beck Machine Co.: Demonstrating sheeting 
machines for transparent cellulose rolls. 

Bliss-Latham Corp. : 
boxes. 

Owens-Illinois Glass Co.: Extensive exhibit of glass 


Stitching machinery and Bliss 


containers with actual products shown. 

Einson-Freeman Co., Inc.: Lithographed display con- 
tainers, floor stands, counter cards, window displays, ete. 

Marsh Stencil Machine Co. and Tripard Manutactur- 
ing Co., Inc.: Stenciling equipment for shipping rooms. 

Continental Paper Bag Corp.: Display of printed 
transparent cellulose and paper bags. 

Sylvania Industrial Corp.: Rolls and sheets of Sylph- 
rap and moistureproof Sylphrap, in addition to these 
materiais applied to various products and containers. 

3akelite Corp.: Containers, closures and other prod- 
ucts of Bakelite molded in a range of colors. 

Consolidated Packaging Machinery Co.: Photographic 
enlargement of Capem machine. Booklets and other in- 
formation relative to Hoepner and Capem equipment. 


WATERBURY 


Soar "APR BOKMRSS 





Waterbury Paper Box Company featured Metalon 


Outserts, Inc.: Examples of Outserts as applied to 
various packages. 

National Metal Edge Box Co.: Metal re-enforced set- 
up boxes in many sizes. 

Hinde & Dauch Paper Co.: Corrugated and fibre ship- 
ping cases. 

Girard Co., Inc.: Demonstration of wire tying ma- 
chines and auxiliary equipment. 

Robert Gair Co.: Display of corrugated and fibre ship- 
ping cases, display cartons and general line of cartons. 

Union Steel Products Co.: Complete line of types of 
wire display racks. 

General Box Co.: Featuring line of wooden boxes and 
crates. 

Pilliod Cabinet Co.: 
wooden boxes and boxes on which Apollo metal has been 


Display in modern setting of 


used. 
Jacobs Bros., Inc.: Examples of check weight scales 
for packaging and packing purposes. 
Continental Can Co.: Complete display in a modern 
setting of various types of lithographed cans. 
(Continued on page 84) 





Winning Package and Honorary Award Packages 
In Irwin D. Wolf Competition 


Sponsored by American Management Association 
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O-Cedar Package Wins Wolf Award 


ELECTED by the judges of the Irwin D. Wolf 

award, sponsored by The American Management 
Association, as “the most effective package developed 
and placed on the market between Jan. 1, 1932 and Feb. 
15, 1933,” the O-Cedar Wax Cream package was de- 
clared the winner at a luncheon held under the auspices 
of the National Alliance of Art and Industry at the 
Hotel White, New York, on Feb. 20. The presentation 
a hand-hammered aluminum desk set— 





of this award 
together with honorary mention awards was made by 
the donor, Irwin D. Wolf, secretary of Kaufmann De- 
partment Stores, Inc., of Pittsburgh, and vice-president 
in charge of the Third Packaging Exposition and Con- 
conference held Wednesday 
The O-Cedar package was also the 


ference, at the session 
morning, March 8. 
winner in the bottle and jar group of the All-American 
Twelve Package Competition, details of which were 
published in the February, 1933, issue of MopDERN 
PACKAGING. 

About two hundred packages were entered in the 
Wolf Competition. These were on display at the Art 
Center, 65 East 56th St., New York, from Feb. 20 to 
March 4 and were also shown during the open sessions 
of the Third Packaging Exposition. 

The following committee served as the jury of awards: 

Richard F. Bach, director of industrial relations, 
Metropolitan Museum of Art. 

Kenneth Collins, assistant to the president, Gimbel 
Brothers, Inc. 

Katharine A. Fisher, director, Good Housekeeping 
Institute. 

Harry L. 
Graphic Arts. 

C. F. Kettering, vice-president, General Motors Cor- 


Gage, president, American Institute of 


poration. 

Edward F. Molyneaux, president, Art Directors Club. 

Paul Nystrom, professor of marketing, Columbia 
University. 

Harriet Sartain, dean, Moore Institute of Art, Science 
and Industry. 

Marion Taylor, president, Fashion Group. 

The purpose of the competition, as announced by the 
American Management Association and the National 
Alliance of Art and Industry, is “to stimulate construc- 
tive interest in the application of art to the improvement 
of packages used in the marketing of commercial prod- 
ucts; to arouse creative interest in manufacturers of 
packages; and to develop in designers the practical 
adaptation of the artistic to the useful in the packaging 
field.” 

In addition to the Wolf award, honorary mentions 
were accorded to the following packages in their respec- 
tive groups. As illustrated on the preceding page. ac- 
cording to numbers, these were as follows: 


42 MODERN PACKAGING 


1. Glass Containers Group: O-Cedar Wax Cream 
(also winner of Wolf award); entered and used by 
O-Cedar Corporation; designed by Simon de Vaulchier 
of Industrial Design, Inc. 

2. Family of Packages Group: Carter’s Inkwell; 
entered and used by the Carter’s Ink Company ; designed 
by J. Walter Thompson Company. 

3. Merchandising Ingenuity, regardless of adaptation 
to art: Jenkins Blue Target Jar Rings; entered by 
Jenkins Brothers; designed by Batten, Barton, Durstine 
and Osborn, Inc. 

4. Visible Display Group: Gnome Cranberry Rye 
Bread ; entered, used and designed by the Gnome Bakery, 
Inc. 

5. Folding Carton Group: A. P. W. Toilet Tissue; 
entered by the National Folding Box Co.; used by the 
A. P. W. Paper Co.; designed by McCann Erickson, 
Inc., and the National Folding Box Co. 

6. Paper Bag and Envelope Group: Gold Metallic 
Paper Bag; entered by Ben Nash; used by the Jewel 
Food Stores, Inc.; designed by Ben Nash. 

7. Shipping Container Group: Gairpac strawberry 
shipping case; entered, designed and used by the Robert 
Gair Co., Inc. 

8. Canister Group: Cotton Picker; entered by Bauer 
and Black; label designed by Gustav Jensen; container 
designed by Bauer and Black. 

9. Miscellaneous Group: Cliquot Club Twin-Pak; 
entered by the Owens-Illinois Glass Co.; used by the 
Cliquot Club Co.; designed by the Keyes Fibre Co., Inc. 

10. Display Containers Group: Drybak Band-Aid; 
entered by Johnson and Johnson; designed by Einson- 
Freeman Co. 

11. Tin Containers Group: Ciean-All; entered by 
Devoe & Reynolds. 

12. Merchandising Ingenuity with Esthetic Aspects: 
Modess; entered by Arthur S. Alien; used by Johnson 
and Johnson; designed by Arthur S. Allen. 

Honorary awards were offered for wood containers, 
tubes and set-up boxes, but one of the entries, in the 
opinion of the jury, were of sufficient merit to receive a 
prize. 


Simplified Practice Recommendation R146-33 
covering corrugated and solid fibre boxes for canned 
fruits and vegetables has been accorded the required de- 
gree of acceptance by the industry, and is to be con- 
sidered effective as of Jan. 1, 1933, according to an 
announcement by the division of simplified practice of 
the Bureau of Standards. This recommendation, which 
was formulated and developed by the industry, provides 
a simplified list of 41 different sizes of corrugated and 
solid fibte boxes. The sizes of these shipping boxes are 
based on standard units of pack for 27 sizes. 





| 

va 
¥ 
6 


ee 


ax 


‘ 


a ARs 


=r 


/. 
i 





AND ONE MORE THING...REMEMBER THAT THE 


HONOR OF THE BLIVITZ 


It’s no snap, I tell you... being an Anchor 
Cap. Because it’s up to me to stick close on 
the job, every minute, night and day, whether 
it’s hot or cold, traveling on the road or sit- 
ting on a shelf. 

The people you work for hand you a smile 
occasionally, though...the instructions they 
give you and the worrying they do. Like 
that old codger up above with the new prod- 
uct he is putting out! You’d think I hadn’t 
had experience with thousands of products. 
(Some of them very temperamental, too, if 
you ask me.) Not only do I hang on so tight 
that none of the goodness gets out, but I 
manage to push away all the little outside 
influences— moisture and such—trying to 
get in. 

I sometimes wonder if people appreciate 
what tough jobs we caps are up against at 
times. Yes, sir, it’s no game for a softie... 
I’ve seen em come and go...all sorts of caps 


NAME IS IN YOUR HANDS 


..-here today and gone tomorrow...they just 
couldn’t take it. 


* * * 


Anchor closures are made to protect your 
product month after month and even year 
after year, if necessary. They are designed to 
prevent the inroads of each product’s natu- 
ral enemies, whatever they may be—damp- 
ness, dryness, corrosion, the various kinds of 
micro-organisms that cause spoilage, mold, 
or chemical change. Anchor Caps in many 
cases also must resist the product itself, to 
effectively guard against evaporation, leak- 
age, or the loss of essential properties, such 
as delicate flavors, aromas, or volatile 
elements. 
* 


ANCHOR CAP & CLOSURE CORPORATION 
Long Island City, N. Y. : Toronto, Canada 
BRANCHES IN ALL PRINCIPAL CITIES 








THEY ARE HELPFUL 
ALLIES OF THE 
SALES DEPARTMENT 





RETAILERS LIKE THEM 








ANCHOR AMERSEALS 


oteliall arebadle 


THE FLOW OF GOODS 


Offhand, it might seem that a closure would 
have but very little direct influence on 
sales. Actually it does! Just as advertising, 
even though effectively presented and ex- 
tensively used, cannot continue to sell an 
inferior article...so the package itself can- 
not remain popular unless it reaches the 
consumer with the contents in perfect con- 
dition. This is true no matter how fine the 
product is to start with, nor how attrac- 
tively it may be packaged. Hence the pro- 
tective qualities of Anchor Amerseals are 
vitally important in promoting sales. 
Sales executives recognize this and, 


A complaint from a customer about a 
product that has proved unsatisfactory is 
just as bad news to the retailer as it is to 
you. Likewise packages that show signs of 
leakage or evaporation, or whose contents 
have smeared or gummed up labels or car- 
tons, are a sure source of irritation. Because 
they have to be packed up and sent back 
for credit, or else cleaned up and put in 
stock...a bothersome procedure in any case. 

It is for these reasons that dealers like 
products sealed with Anchor Amerseal 





wherever possible, use their influence in 
favor of those closures which they know 
will most effectively sustain and back up 
their claims about the quality of the 
product. 

Another important way in which Anchor 
Amerseals reinforce sales efforts lies in the 
favor with which they are looked upon by 
consumers the world over...primarily on 
account of their unexcelled convenience in 
removing and replacing. Many a sale is in- 
fluenced for or against a product by the 
preference of the purchaser for the Anchor 
Amerseal Cap. 


Caps. They have known these caps for 
years, and recognize the fact that they do 
not get complaints from customers when 
these efficient little closures are on the job. 

That is a broad statement to make, but 
if you want to test it out, ask a number of 
retailers. Whether they recognize the cap 
by name or not, the most of them will ex- 
press their preference for that style of cap. 
Another reason they like these caps is that 
they, too, are aware of a decided con- 
sumer preference for this type of closure. 











RECOGNIZED 
AS OLD FRIENDS BY 
MILLIONS OF USERS 


PRODUCT QUALITY 
DEPENDS ON THEM 


A POTENT AID TO 
RESALES VOLUME 


Although we have stated this fact before, it 
cannot be too strongly emphasized...actual 
surveys show that consumers, particularly 
housewives, recognize and prefer Anchor 
Amerseals. The many hundreds of mil- 
lions that have reached their hands have 
made a decided dent in their conscious- 
ness. They know the Anchor Amerseal 
to be a cap that can be removed easily 


Unless a product finally reaches the hands 
of the consumer in the pink of condition 
with every bit of its original quality, fla- 
vor, strength, curative properties or other 
virtues intact, a manufacturer is faced with 
almost sure loss of a customer. In the ordi- 
nary course of events this customer is lost 
forever. Furthermore, very likely he rep- 
resents a considerable investment in actual 
dollars of advertising and sales efforts. 
That is the reason why closures are so 


Obviously, resales are the backbone of 
profits in the packaging industry. To get 
a new customer is too expensive a proc- 
ess unless one can count on his repeat busi- 
ness through months and years to come. 
Anchor Amerseals, because of their con- 
venience, particularly for products not 


* 


In the above discussion there has been no at- 
tempt to explain exactly how Anchor Amerseals 
effect their seal, nor to describe the superior 
mechanical features incorporated in them. All 
of this information has been assembled in an 
interesting booklet, a copy of which we will 
gladly mail you on request. 

Anchor Amerseals are suitable for many but 
not for every type of product. To those for 


and may be replaced equally as readily. 

Though users generally may not be 
aware of the fact that products are in bet- 
ter condition because of Anchor Amer- 
seals, yet it is a factor that guides their 
choice. Their sense of discrimination leads 
them eventually to those products whose 
quality is top-notch ...adequately pro- 
tected by a correct and effective closure. 


important in the manufacturer’s or pack- 
er’s scheme of things. That is the reason 
why it pays to adopt the best, completely 
regardless of slight differences in initial 
cost, if such exist. In the case of Anchor 
Amerseals there is no premium for their 
superior sealing features; they cost no 
more than good quality screw caps. 

Product quality is the heart of any busi- 
ness; and an efficient closure is the key to 
the protection of that quality. 


consumed all at once but used over a pe- 
riod of time, and because of the protec- 
tion they give to the contents of the con- 
tainer until the last portion is used up — 
make anexceptional bid forthe user’s repeat 
business. This is a factor that wise packagers 
are, more and more, taking into account. 


* 


which they are suitable, they offer exceptional 
and unusual advantages that are possessed by 
no other closure on the market. If you will tell 
us what product you pack, and send us a 
sample of your present container, Anchor will 
be glad to advise you exactly what type of clo- 
sure is best suited to your requirements. For a 
complete listing of Anchor’s many styles of 
closures, turn the page. 
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CORPORATION 


22 Queens Street, Long Island City, N.Y. 
Canadian Factory - Toronto, Ontario 
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When a line of closures is confined to only two or three different 
types, it is human nature to try to adapt them to most any product 
that comes along...even if the boot pinches a little at times. With 
Anchor's extensive line of closures, there is no temptation to over- 
emphasize any one style, for we have developed a full line of prac- 


tical closures to meet every sealing need. 








Package Identification and Protection 


I N the heap of propositions, new and perennial, which 


the new Congress will find waiting on its desk in 
Washington, when it assembles in special session, are 
several of specific importance to the packaging com- 
munity. Tax and tariff policies, of course, concern 
packagers along with other groups in business circles. 
So, likewise. do the proposals to reorganize the executive 
machinery of the Government, including the various en- 
forcement agencies that regulate packaging ; for example, 
the Federal Trade Commission and the U. S. Food and 
Drug Administration. But, by and large, the issues 
before the 73rd Congress which will most intimately 
contact package marketers are those which, in one way 
or another, seek to prevent or reduce package confusion. 

What is. from the packaging standpoint, distinctly one 
of the most interesting innovations before the new Con- 
gress will come as a distinct surprise, so lacking has it 
been in preliminary propaganda. The objective is the 
publication, by the Department of Commerce, of a “‘cata- 
logue’’ or handbook of all the registered trade marks in 
use or in good standing in the United States. This con- 
templated official check-list, which would, of course, be 
revised or ‘‘supplemented” at intervals, might be sold 
to business men at the actual cost of printing, or dis- 
tributed free to trade-mark registrants, the cost of pro- 
duction being taken care of by an increase in the fee 
for entering trade marks in the register at the U. S. 
Patent Office. 

Destined for a place as a business tool, not now filled 
by any private directory or reference publication, it re- 
quires little argument to prove that an official dictionary 
of brands would meet the proverbial long-felt want. Ail 
the trends of the times are combining to render it im- 
perative that the packer shall have a care for the dis- 
tinctiveness and the security of the name on his package. 
Increase of competition, with its multiplication of con- 
tainer-captions, is one influencing factor. Yet 
compelling is the latter day habit of “postering” 
package not necessarily with one package-mark but per- 


more 
the 


haps with several separate “riders’’; not to mention the 
propensity to repeat the markings on every face of the 
package. 
penchant for frequent redesign of packages 


Most insistent of all the persuasives is the 
a strategy 
of changing background and “atmosphere” which places 
heavier obligations on the crest or autograph which car- 
ries on the identity through a succession of package 
fashions. 


The Lure of The ‘Universal' Package-Clue 


A longing for far-flung package individuality has 
done much to create, latterly, the want which the pro- 
posed catalogue is designed to fill. No longer is the 
inarketer, ambitious to capitalize a valuable good will, 


By Waldon Fawcett 


content to hold or control his trade marks only in the 
immediate commodity line where his reputation was ac- 
quired. He is tempted by visions of a “full line.” Or 
at least by hope of applying the doctrine of making-one- 
article-sell-another to the task of introducing accessories 
and specialties to old customers for his major line. 

Ambition to reach out in the merchandising of related 
and, maybe, unrelated products renders your far-sighted 
marketer properly solicitous for his trade mark title. He 
wants, if it be at all obtainable, a ‘universal’’ mark which 
he can monopolize not only for his present line but for 
the whole range of commerce. Or, if that is too much to 
expect, he desires at least to preempt his package “han- 
dle” for contiguous commodity fields. In finding a 
unique name, and fencing it off in the widest possible 
merchandise expanse, an unabridged catalogue would be 
a tremendous help. Already there are available, in cer- 
tain lines, sectional, privately-published rosters of names 
and marks. But, obviously, the cause of package isola- 
tion would be advanced if the package-creator had means 
of finding in one place, and at minimum expense, a mus- 
ter roll complete as to registered vehicles of package 
identification. He could survey the whole broad field in 
one sweep when it was a matter of coining, devising or 
picking a new mark. He would also have the means of 
promptly obtaining warning should any conscious or 
unconscious trespasser encroach upon his established 
package nickname, even if the “shadow” appeared in a 
remote quarter. 


Clearing the Way for New 
Generations of Packages 
sensational, 


Another service, in a way 


which this advocated catalogue would perform, for a 


even more 
rapidly-changing package world, would be the weeding 
out of dead numbers. Just here is one of the most irri- 
tating features of present conditions. Everybody who 
knows anything of package mortality realizes that there 
must be lying dormant, many ideas in package designa- 
tion and identification that would be eagerly exploited 
by modern packagers could they obtain the opportunity. 
The trouble has been that, up to now, there has been 
virtually no way in which the average newcomer in pack- 
agedom could ascertain what trade marks were “dead” 
or abandoned. To be sure, if he had his suspicions of 
the status of some given mark he could employ an attor- 
ney to run the matter down and, if a trade mark regis- 
tration had not been renewed, he might lay claim to it as 
a successor by default. But that method is not feasible 
for any widespread reallotment of orphan package- 
marks. 

The catalogue of “live” marks, by listing only going 
marks in good standing, would automatically bulletin the 
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surrender of expired or cancelled franchises. Any con- 
sultant could ascertain what ideas were open to appro- 
priation when he came on the scene. Equally to the 
point in some instances, he could discover readily the 
present owners of any mark that, though registered, had 
caught his fancy. Given that knowledge, it would be 
possible in many instances for packagers in non-competi- 
tive lines to enter into mutually satisfactory arrange- 
ments for joint use of the same name or device. In 
short, catalogue would “date” every trade mark in every 
sense of the word. 

Frank I. Schechter of New York, whose happy 
thought communicated to Congress is responsible for 
the movement, has made an exclusive statement for 
MoperN PACKAGING regarding the new institution which 
Said he: 
select a trade-mark in a leisurely fashion for use at 


he visualizes. ‘Business men do not usually 
some remotely distant time, but, especially in seasonal 
industries, they are confronted with the necessity of 
finding one or more—often a series—of trade marks 
which they can then turn over to their advertising de- 
partment or agency for prompt exploitation. 

“Of course they can call in their trade mark attorneys 
and have a search made but this method is cumbersome, 
expensive and far less satisfactory than if, sitting around 
a table, they could go over a fairly authoritative and re- 
cent directory of trade marks of their own and kindred 
industries so that they could immediately eliminate any 
suggestions which might trespass upon the trade mark 
rights of others. 

“It has seemed to me highly desirable, as an aid to 
legitimate American business and a deterrent from un- 
fair competition, that the Department of Commerce en- 
deavor to collect all information from various industries 
as to their trade marks and that such information be 
collected with that of the U. S. Patent Office as to reg- 
istered marks. If the collection of unregistered marks 
ever is established in the Patent Office, as is provided in 
a bill pending in Congress, that information, also, should 
be included. 

“To the objection that this will involve the Govern- 
ment in expense, my answer is that I believe there are 
thousands of manufacturers and other business men 
throughout the country who would be glad to pay for a 
service that would keep them informed along the above- 
mentioned lines. The desirable method might be to have 
a monthly loose-leaf service. Furthermore, such a serv- 
ice could be furnished for particular industries, after a 
proper circularization of these industries. 

“It would, of course, be necessary for such an in- 
formation service to keep abreast as closely as possible 
with the actual use of all trade marks, as well as the reg- 
istration and expiration of the registrations thereof. This 
might be done partly by the device already waiting the 
approval of Congress which would require that trade 
mark entrants shall file an affidavit of use every five 
Partly, also, by periodic inquiries by the De- 
Finally, it would con- 


years. 
partment of Commerce itself. 


tribute to bring this class of information down to date 
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if the Patent Office is ever able to adopt the suggestion 
I have made to a Congressional Committee that applica- 
tions for registrations of trade marks be published im- 
mediately upon filing so as to inform the trade imme- 
diately of these applications.” 


Package Simplification Marches On 

Despite the impulse in some sections of the business 
community to mark time or postpone new projects, there 
are under way several new movements for the simplifica- 
tion or standardization of packages. Simplified practice 
committees in the two lines affected are now engaged in 
conducting variety surveys of containers in use for con- 
sumer units of extracted honey and of cartons for but- 
ter. As in the case of the recent program of simplitica- 
tion covering one-pound folding boxes for coffee and 
other selective package schemes in the food industries, 
the success of the undertaking is furthered materially 
by the active cooperation of trade associations and indi- 
vidual firms in the container and package supply indus- 
tries. In previous simplification campaigns the most 
conspicuous roles have been played by paper box and 
bag manufacturers, suppliers of specialty papers, ete. 
In the present plot to reform the packaging of extracted 
honey it is taken for granted that the glass container 
manufacturers will occupy a most influential position, 
particularly since the perfecting by Government experts 
of a new process for clarifying honey is counted upon to 
start a stampede to the use of glass containers which 
will display the transparent product to the best advan- 


tage for retail sales. 


When the Product Colors the Package 

No less impartial an authority than Uncle Sam, him- 
self, has, in the role of experimental packager, recently 
accumulated proof that many otherwise resourceful 
packers have been overlooking one opportunity. From 
the time, some two years ago, when the Department of 
Commerce detailed a corps of experts under the direction 
of Wroe Alderson, to make a study of 1,000 packages in 
the drug and proprietary fields, these specialists came to 
have the fullest belief in color as a merchandising factor 
of the modern package. Later, toward the close of the 
Drug Store Package Survey, the Federal explorers were 
gripped by a further and more original conviction. 

The Governmental discovery, which is here reported 
for the first time, is that the packaging world as a whole 
has been singularly insensitive to the opportunity of 
making use of the inherent color of a packaged com- 
modity to help focus shoppers’ attention. As luck had 
it, one of the packagers who actively cooperated in the 
Department’s package study was the manufacturer of a 
well-known antiseptic which lent itself admirably to a 
test of the theory that color capitalization of a package 
should be from the inside, out. 

By long standing practice, the selected antiseptic—a 
liquid of a rich yellowish or amber hue—has been pack- 
aged for consumers in bottles (Continued on page 74) 
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Opportunities 
for Package 
Redesign 


By Roy Sheldon 


4. Paint and Varnish Packages. 


“eee rainbow in tin cans and protection at the end 
of a brush is what these industries have to sell. 
The nation from coast to coast is thirsty for paint. 
Floors need resurfacing, barns and houses and garages 
need a new coat badly, tables and chairs and screens de- 
mand to be made “as good as new,” apartment walls 
and woodwork could stand refurbishing, passenger cars 
and trucks and farm machinery must guard against rust 
and age. While sustained advertising to capitalize upon 
the present need is probably the most thorough means 
of selling paint and varnish to the nation, what can the 
package do to increase paint consumption ? 

Possibly we can find a valuable tip by seeing how 
it is done in Europe. The retail paint stores there are 
a blaze of color. Squares, circles, bands or triangles 
of red, yellow, green, blue, violet, etc., make it impos- 
sible for the population to miss the constant and force- 
ful suggestion of paint, color, varnish and all their asso- 
ciated products—filler, remover, turps, wax, etc. In the 
European city the storefront itself fairly shouts the 
story of the package and the merchandise within. 
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Here, on the contrary, the paint store front and its 
window are among the niost drab, dark, colorless and un- 
interesting of all our stores. There is little continuous 
use made of the endless possibilities of dramatizing color 
and shininess and newness to advertise and sell paint 
products. The paint dealer lacks colorful and perma- 
nent signs; lacks a distinctive storefront ; even an up-to- 
date interesting and suggestive window and counter dis- 
play equipment. 

When we penetrate inside the store to the packages on 
the shelves, the situation from the merchandising point 
of view is better, but far from modern. There are cer- 
tain lines which are clean, orderly and distinctive in their 
package design. Most of them, however, are still dark 
in tone, lacking in contrast, display value, and that visual 
excitement which is called “eye appeal.” As for the 
majority of brands, the influence of factory tradition 
marks them as thoroughly old-fashioned and backward 
among contemporary packages. 

It is an anachronism that the manufacturer of varnish 
should not varnish his own labels. Yet today you will 
find hundreds of unvarnished labels on paint and varnish 


Almost equally illogical is the poorly bal- 


packages ! 
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painter’s trade. Color is neglected, possibly because 
there so many colors in any single brand line. 
Nevertheless it is perfectly possible to give a strong 
suggestion of color without employing many impres- 
sions. A brief study of the packages, for instance, of 
the International Printing Company, to take an admir- 
able example from a related field, will demonstrate the 


are 


unexploited possibilities awaiting the paint package. 

Another drawback apparent on the shelves of any 
paint retailer consists in the multiplicity of weak and con- 
fused trademarks. The many products in any one manu- 
facturer’s line has doubtless been responsible for this 
growth. In terms of the present market, however, just 
the opposite strategy is needed to impress the customer, 
be he professional painter or amateur consumer, with 
the manufacturer’s merchandise and brand. The most 
valuable identity as far as a multiplicity of packages is 
concerned, is some distinguishing treatment of motif, 
color layout or lettering that will indelibly brand all the 
related products with one maker’s identity. In various 
industries. Heinz, Borden, Bauer & Black, Johns-Man- 
ville and General Electric, are all examples in point of 
the powerful and simple blanket extension of the manu- 
facturer’s name to many packages of related merchan- 
dise. 

Most antiquated of all characteristics, perhaps, is the 
look of cheapness that clings to so many of the pack- 
ages of paint and varnish products today. When ten- 
and five-cent packages and even penny merchandise have 
found it profitable and necessary to adopt wrappings 
and designs which proclaim the respect of the manu- 
facturer for his product, it is indeed strange to find so 
many packages which retail for two, three or five dol- 
lars wrapped in ill-designed, flimsy, and drab labels. 
The litho- 


graphed cans are slowly beginning to take advantage of 


Happily there are signs of improvement. 


the permanently brilliant and immaculate colors and fin- 
ishes available at surprisingly little premium. For flash 
and contrast there is the economical practice of using the 
metal of the container itself as a color in the design. 
Whites in two impressions are admirable, and good de- 
sign in four or five impressions can give a forceful 
demonstration of color, finish and quality. 

In the present national situation, this is particularly 
From ocean to ocean the nation is par- 
ticularly dilapidated. Hardly a home but needs paint 
and varnish in one or more forms. At the same time 
leisure time, millions 


unfortunate. 


there is an immense amount of 
of idle hands to “fix things up,” to get the paint habit 
and learn to handle a brush. Despite the depression, 
or rather because of it, there is an enormous potential 
market for the products of the paint industry. Possibly 
the opportunity to sell paint to the public is unique 
within decades. 

It is not too late for the package to realize upon that 
The depression will not be over and every 
Every indication points to 


opportunity. 
one back at work suddenly. 


an increase in leisure hours and there are countless 
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square miles of surface needing paint. The industry can 
redesign its packages in line with positive sales practice. 
Whether it will or not remains entirely up to the manu- 
facturers who wish to sell their products with maximum 
efficiency and extend the automatic help of effective pack- 
aging to their dealers. 

Briefly summarized, the characteristics of the modern 
paint package may be stated as: 

1. Characteristic manufacturer’s identity 
mental design treatment carried through the line, with 
variations to distinguish between classes of products and 
individual products within the classes. 

2. Fewer trademarks within any single manufacturer’s 
products and much better and more memorable trade- 
marks. 

3. Simplicity—clear, clean package designs with care- 
A direct sales mes- 


a funda- 





ful lavout and excellent lettering. 
sage in terms of colorful display packages, careful direc- 
tions for use (preparation of surface, application, drying, 
thinning, etc.) Consumer minded, in view of getting 
more people to use paint products themselves. 

4. Varnished paper labels or lithographed cans, treated 
with the care that indicates the manufacturer’s respect 
for his product and suggests its high quality. A definite 
effort to eliminate the cheap look of present merchan- 
dise. No more torn or dirty labels. 

5. Development of consumer packages, combinations 
of complete painting kits for typical jobs (retouching 
autos, outdoor floors, indoor floors, exposed metal work, 
etc. ) 

6. Utilizing the attractiveness of the new package by 
supplying display material to dramatize it. (Display con- 
tainers for small sizes and consumer combinations, fold- 
ing displays included in shipping containers, permanent 
colorful dealer signs, etc.) 

It may be objected that painting is a professional 
trade; that the painter needs no package appeal; that 
small sizes will not bear the cost of more attractive pack- 
aging. To which it must be answered that the advance 
of modern mass consumption is usually based upon get- 
ting the amateur consumer to buy and use the product ; 
that small sizes are valuable as sampling to create masses 
of new users; that even the painter is human and re- 
sponds to a self-respecting package; that good design 
costs no more than bad design,—frequently it can be used 
to create packaging savings; and finally that when there 
is a widespread need for a product such as there now 
is for paint, the public will buy it when it is made inter- 
esting, attractive, and convenient. In great measure, this 
is a packaging opportunity. The market is worth seri- 
ous experimentation in package redesign. 

Due to increased production, the Lady Esther Com- 
pany have leased space in the Tinker Toy Building in 
Evanston, IIl., which will increase their present space 
about five times. A. H. Ross & Company, production 
engineers of Chicago, are supervising the installation of 
and furnishing the equipment for the new plant. 
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Big Business. 
In 
Small Packages 


By Myra N. Conklin 


Photos by Rehnquist 
Standard sizes, above; below, corresponding trial sizes 


ITHIN the past few vears a great many smaller 

size packages at comparatively reduced prices have 
been placed on the market. This is particularly true of 
the higher priced cosmetic and perfumery lines. The 
consensus seems to be that the public will buy this higher 
grade merchandise if it is obtainable in a smal! enough 
quantity to obviate a large cash outlay. The customer 
undoubtedly in the long run spends just as much if not 
more in buying several smaller packages over a period of 
time than if she had bought the larger bottle or jar at 
the initial purchase. 

Some manufacturers have brought out packages re- 
duced in size to such a degree as to sell them to the 
ten-cent or chain store groups, but this is found in only 
a few instances among the higher grade products. This 
type of distribution was considered at one time by the 
retailers as a menace to their trade, but experience has 
proven this is not true—it serves rather as a stimulant, 
more as a costless advertisement in sample form, and 
furthers instead of deters the sale of the standard size. 

In the preparation of the smaller packages, the orig- 
inal design is usually adhered to but in a few instances 
an entire new set has been developed. The advantages of 
the smaller package duplicating the design of the larger 
one are obvious. In the first place the expense of de- 
signing is done away with. In some cases, even the 
same size label may be used for both, thus effecting a 
considerable saving on printing, plates, etc. Then the 
saving in advertising is worthy of consideration. The 
smaller one is immediately associated with the larger and 
vice versa. 

Tubes as containers for creams of all sorts have grown 
in popularity due to the lesser amount held and also to 
cheapness. Often it has the advantage over the jar as a 
more convenient package for packing. Instances of this 


are siown in the tubes adopted by the Helena Rubinstein 


creams and the Dorothy Gray hand soap. The tubes in 
both instances are designed to harmonize with the other 
items of the line and are readily recognizable as belong- 
ing to that family. The former is developed in red with 
black lettering and capped with a harmonizing black 
plastic top, the latter in the characteristic blue and 
cream of the Dorothy Gray line. 

Typical examples of the smaller packages for chain 
store distribution, not the ten-cent store, are those of the 
Ann Lee line. Here the original design of the larger 
container has been adhered to in every detail and there 


is no doubt as to the (Continued on page 68) 





Chanel, Inc., adds smaller sizes, Dorothy Gray 
and Helena Rubinstein adopt tubes 
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Heetfield-Tillou, Chicago 


FIRST TWICE: Winner of the Wolf Award for the most effective package 
developed in 1932; also, cup winning entry in the bottle and jar group of the 
All-America Twelve Competition, 1932. Packages sealed with Phoenix Metal Caps. 


PHOENIX METAL CAP CO., 2444 West Sixteenth Street, CHICAGO 
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Packages to right of them, 
Packages to left of them 
. 2 ee es SX hundred. 


UCH a paraphrasing, were one poctically inclined, 

might well characterize an impression gained by 
visitors at the Permanent Package Exhibit maintained 
by MopERN PACKAGING at its offices, 425 Fouth Ave- 
nue, during February and March. As stated in the Feb- 
ruary issue, the packages entered in the 1932. All- 
America Twelve competition, immediately following the 
judging by the committee, were placed on display for 
the benefit of those interested in learning of the progress 
which has been made in the design and construction of 
While, no doubt, those 
packages form but a small part of the total number of 


packages during the past year. 


those brought out—new or redesigned—during 1932, 
they represent a characteristic cross-section and include 
every conceivable type in shape, size and color and in 
material used, and afford, for purposes of observation 
and study, the most complete group which have ever 
been presented to the package using public. 

The plan of selection, used by the committee of 
judges, in determining the All-America Twelve for 1932, 
has been detailed in the previous issues of MopeERN 
PACKAGING in which also were illustrated the photo- 
graphs of the winning packages. It was felt, however, 
that there remained, after this choice had been made, 
many other packages of outstanding merit which de- 
served signal acknowledgement among those entered in 
the competition. Further, that the presentation of these 
in pictorial form, in addition to other recognition ot 
such packages, would be of decided benefit to the in- 
dustry. Therefore a selection of one hundred outstand- 
ing packages has been made from the entries in the 
All-America Twelve competition, and these are shown 
on the following pages. Such a presentation will afford 
those readers who have been unable to view the actuai 
packages in the exhibit an opportunity to obtain a more 
conversant knowledge with the trend of packaging and 
the progress it is making in present-day merchandising. 
The selection of these packages was made on the same 
basis used in the choice of the All-America Twelve, tak- 
ing into account those points which are established, and 
accepted, as constituting the functional attributes of the 
successful package today. To each manufacturer whose 
package has qualified in the group of “One Hundred 
Outstanding Packages” will be presented a certificate of 
honorary mention, and it is planned that this procedure 
will continue as a definite part of the All-America 
Twelve competitions in the future. 
is given concerning each 


The information which 


package shown on the following pages has been ob- 





One Hundred Outstanding Packages—1932 


tained from the entry blanks. In several cases this 


data has not been as complete as might be wished, al- 
though it has been possible in some instances to obtain 
» the number 


additional information. Corresponding t 


directly below each illustrated package or group of pack- 
es, the facts concerning each are as follows: : 
1. Mott's 
pany; designer, EK. W. 
Glass Co. 

2. Concho Vinegar; Waples-Platter Co. ; 


ag 
3i-Centennial Vinegar; Duffy-Mott Com- 
Fuerst; bottle, Owens-Illinois 
designer, 
Owens-Illinois Glass Co.; bottle, Owens-Illinois Glass 
Co. 

3. Mohawk Apple Cider; American Fruit Products 


Co. Inc.; designer, E. W. Fuerst; bottle, Owens- 
Illinois Glass Co. 
4+. Mott's Sweet Cider; Duffy-Mott, Inc.; designer, 


E. W. 
5. Rajah Cider Vinegar; The Quaker Maid Com- 
bottle, 


Fuerst ; bottle, Owens-Illinois Glass Co. 


pany, Inc.; designer, E. W. Fuerst; Owens- 


Illinois Glass Co. 
Cordial; Ben-Burk, Inc.; 
H. C. Berkowitz; bottle, Owens-Illinois Glass Co. ; label, 


6. Connoisseur designer, 
Dennison Mfg. Co.; cap, American Emblem Co. 


7. Premium Mustard; Plochman & Harrison; de- 
signer, Owens-Illinois Glass Co.; bottle, Owens-Illinois 
Glass Co. 

8. Russian Mineral Oil; Walgreen Company; de- 
Dept. ; bottle, 


caps, Ferdinand Gutmann & Co. 


signer, Walgreen Art Owens-Illinois 
Glass Co.; 
9, Milk of Magnesia; Walgreen Company ; designer, 
Anton Eisele; bottle, Maryland Glass Corp. 
10. Ray-Glo Polish ; 
tories; designer, Industrial Design, Inc.; bottle, Mary- 


Furniture Ray-Glo  Labora- 


land Glass Corp.; cap, Phoenix Metal Cap Co.; filling 
machine, Pneumatic Scale Corp., Ltd. 

11. Sohio Auto Polish; Standard Oil Co. of Ohio; 
bottle, Owens-Illinois Glass Co. 

12. White Swan Vacuum-Packed Coffee; Waples- 
Platter Co.; designer, Owens-Illinois Glass Co.; bottle, 
(Owens-Illinois Glass Co. 

13. Highland Maple Syrup; Cary Maple Syrup Co.; 
designer, Owens-Illinois Glass Co.; bottle, Owens- 
Illinois Glass Co. 

14. Alice 
designer, Vincennes 
Illinois Glass Co.; caps, White Cap Co.; labels, Muir- 


3rand Catsup; Vincennes Packing Corp. ; 
Packing Corp.; bottles, Owens- 
son Label Co.; filling machines, Horix Mfg. Co.; seal- 
ing machines, White Co. : 
Economic Machinery Co., Edward Ermold Co. 


Cap labeling machines, 
Products Co.: 
b ittle, 


15. Log Cabin Syrup; Log Cabin 


designer, Owens-Illinois Glass Co. ; Owens- 


Illinois Glass Co. 


(Continued on page 00) 
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(Continued from page 49) 

16. Windex; The Drackett Chemical Company ; de- 
signer, Industrial Design, Inc.; bottle, Owens-Illinois 
Glass Co.; label, United States Printing & Lithograph- 
ing Co. 

17, Ocean Spray Cranberry Sauce; Cranberry Can- 
ners, Inc.; designer, E. W. Fuerst; bottle, Owens- 
Hlinois Glass Co.; cap, Crown Cork & Seal Corp. 

18. Waterman's Correspondence Ink; L. I. Water- 
man Co.; designer, L. FE. Waterman Co.; bottle, Hazel- 
Atlas Glass Co.; label, Cameo Die Cutting & Eng. Co. ; 
molded cap, Mundet Cork Corp.: carton, Gardner- 
Richardson Co. 

19. Carolyn Heck’s Deodorant; Heck-Conrad Co., 
Inc.; designer, S. de Vaulchier; bottle, Owens-Illinois 
Glass Co. 

20. LaSone Shoe Dressing; Wise Shoe Company : 
designer, A. Gluckman; closures, Consolidated Safety 
Pin Co.; bottles, Maryland Glass Co.; labels, Foxon 
Company. 

21. Fruitland Preserves; Fruitland Pure Food Prod- 
ucts Co. Inc.; designer, Fruitland Pure Food Products 
Co. Inc.; caps, White Cap Co.; labels, Paris Art Label 
Co.; wrapping, DuPont Cellophane Co.; filling machin- 
ery, Iarl Kiefer Machine Co.; capping machinery, 
White Cap Co. 

22. Nite Club Gingerale; Ben-Burk, Inc.; designer, 
H. C. Berkowitz; bottles, Owens-Illinois Glass Co.; 
labels, Dennison Mfg. Co.; crowns, Crown Cork & Seal 
Co.; foil, Reynolds Metals Co.; filling and capping ma- 
chinery, Adriance Machine Wks. Inc. 

23. Brook-Maid “DeLuxe” Preserves; Brook-Maid 
Food Co. Inc. ; designer, Hart Glass Co.: jar, Hart Glass 
Co.; label, Cameo Die Cutting & Engraving Co.; fill- 
ing machinery, Karl Kiefer Machine Co.; labeling 
machinery, Economic Machinery Co. 

24. Lady-Like Furniture Polish; Baltimore Paint & 
Color Works, Inc.; designer, Baltimore Paint & Color 
Works, Inc.; bottle, Swindell Bros.; label, Maryland 
Color Printing Co.; closure, Anchor Cap & Closure Co. 

25. House of Lords Tea; Martin Gillet & Co.; de- 
signer, Simon de Vaulchier ; carton, Richardson-Taylor- 
Globe Co.; sealing machinery, Triangle Packaging Ma- 
chinery Co. 

26. Slade’s Ground Cloves; D. & L. Slade Co.; de- 
signer, Arthur S. Allen; carton, National Folding Box 
Co.; machinery, Pneumatic Scale Corp. Ltd., Package 
Machinery Co. 

27. Old Berkshire Coffee (Roasted) ; Old Berkshire 
Coffee Co.; designer, John ©. Powers Co.: carton, 
Atlantic Carton Co. 

28. Puritan Marshmallows; The Shotwell Mfg. Co.; 
designer, J. P. Garrow; carton, Chicago Carton Co.; 
wrapping, DuPont Cellophane Co.; machinery, John- 
son Automatic Sealer Co. 
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29. Vanta Abdominal Band; Earnshaw Knitting Co.; 


designer, Martin Ullman; Carton, Robert Gair Co.: 
transparent window, DuPont Cellophane Co.; label, 
Forbes Lithograph Mig. Co. 

30. Beech-Nut Beechies; Beech-Nut Packing Co.; 
designers, John Gore, Beech-Nut Packing Co., Roland 
Ganger, Stecher Litho. Co.; cartons, Stecher Litho. Co. : 
carton filling and closing machine, F. B. Redington Co. 

31. Royale Playing Cards; Russell Playing Card 
Co.; designers, Russell Playing Card Co., Waterbury 
Paper Box Co.; metal, printing and manufacture, 
Waterbury Paper Box Co. 

32. U.S. Nobby Golf Balls; United States Rubber 
Co.; designer, Campbell Ewald Co. (art work); Na- 
tional Folding Box Co. (mechanical design). 

33. Phyllis Apron Set; Lederer Mfg. Co.; de- 
signer, R. G. Cooper Studio; box, Lindley Box Co. 

34. Handkerchief Container; International Hand- 
kerchief Mfg. Co.; designer, The Warner Bros. Co.; 
folding box, The Warner Bros. Co. 

35. Lentheric Powder Box; Lentheric, Inc.; box by 
Waterbury Paper Box Co. 

36. Enchanting Playing Cards; U. S. Playing Card 
Co.; designers, Waterbury Paper Box Co., Russell 
Playing Card Co.; Metal, printing and manufacture, 
Waterbury Paper Box Co.; labels, R. M. Krause, Inc. 

37. Drybak Band-Aid display; Johnson & Johnson ; 
display container by Einson-Freeman Co., Inc. 

38. International Cushion Keys Display; Munson 
Supply Co.; designer, Edwin H. Scheele; set-up box, 
Shoup-Owens, Inc.; display, Einson-Freeman Co., Inc. 

39. Pro-phy-lac-tic Display; Pro-phy-lac-tie Brush 
Co.; designer, Arthur S. Allen. 

40. Wenz Chocolates; Wenz Company; designer, 
Dennison Mfg. Co.; wrapping, seals, design and display 
set-up, Dennison Mfg. Co. 

41. Ambrosia Preparations; Hinze Ambrosia Co.; 
display by Einson-Freeman Co., Inc. 

42. Carroccio’s Grated Cheese Display; T. A. Car- 
roccio & Sons; display by Einson-Freeman Co., Ine. 

43. Elder Flower Soap Display; The J. B. Williams 
Co.; designer, Arthur S. Allen. 

44. Carter’s Ink Display; The Carter’s Ink Com- 
pany ; designer, Dennison Mfg. Co. 

45. Bulova Watch Display; Bulova Watch Co.; dis- 
play by Arrow Manufacturing Co., Inc. 

46. Silverware Chest; International Silver Com- 
pany; designer, The Warner Brothers Co.; set-up box, 
The Warner Brothers Co.; label, Foxon Company. 

47. Scottie—Not a Dog Story; Reed Candy Co.; 
designer, Reed Candy Co.; set-up box, Schultz-Ilinois 
Star Co. 

48. Evening of Paris Gift Set; Bourjois, Inc. ; pack- 
ing material, Kimberly-Clark Corp. 

49. Velvet Filling Station; American Pencil Co.; 
ner, Edwin C. Kubler. 

A. P. W. Tissue Carton; A. P. W. Paper Com- 
pany: designer, McCann Errickson, Inc.; carton, Na- 


iar 
desig 


5x 


tional Folding Box Co. 


51. Mode X White Tissue Display; Modern Tissues 
Corp.; designer, Bender-Shaw Studio. 

52. Luncheon Set Carton; Bates Mfg. Co.; designer, 
Coble-Callaway (art work), National Folding Box Co. 
(mechanical design) ; carton, National Folding Box Co. 

53. Williams Shaving Soap and Bowl Box; J. B. 
Williams Co.; designer, Dennison Manufacturing Co.; 
set-up box, Dennison Mfg. Co.; seal, Dennison Manu- 
facturing Co. 

54+. Stationery box; Kalamazoo Stationery Co.; box 
covering papers, Keller-Dorian Paper Co., Inc. 

55. Dainty Chocolates; W. F. Schrafft & Sons Corp. ; 
designed and produced by C. H. Forsman Co. 

56. Bakelite Display Stand; Ben-Burk, Inc.; de- 
signer, H. C. Berkowitz; display molded by Northern 
Industrial Chemical Co. 

57. Baumé Bengue; Thomas Leeming & Co., Ine.; 
designer, Ikdwin H. Scheele; tube, Peerless Tube Co.; 
wrapping machine, Package Machine Co.; fillers and 
clipless closure, Arthur Colton Co. 

58. Worcester Salt Tooth Paste; Worcester Salt 
Co.; designer, Worcester Salt Co.; tube, New [England 
Collapsible Tube Co.; filling and clipping machine, 
Arthur Colton Co.; carton, Atlantic Carton Co. 

59. Mary Peabody Hand Balm; The Pharma-Craft 
Corp.; designer, A. H. Wirz, Inc.; tubes, A. H. 
Wirz, Ine. 

60. Hawkins Honey; Hawkins Honey Products, 
Inc.; designer, Roland G. FE. Ullman; tubes, A. H. 
Wirz, Inc.; filling machine, I. J. Stokes Machine Co. 

61. Milk of Magnesia Tooth Paste; Walgreen Com- 
pany; designer, Anton Eisele; tube, New England Col- 
lapsible Tube Co. 

62. Carter's Minute Cement; Carter's Ink Co.; de- 
signer, Carter’s Ink Co.; tubes, Bond Mfg. Corp. 

63. Carter's Sumatra Rubber Cement; The Carter's 
Ink Company; tube, Bond Manufacturing Co.; filling 
machine, Arthur Colton Co. 

64. Layne Hosiery Disptay; Layne Hosiery Co. ; 
cartons and display, Robertson Paper Box Co.; labels, 
The Foxon Co. 

65. Perfect Circle Piston Expander Display; The 
Perfect Circle Co.; designer, Sidener Van Riper & Keel- 
ing, Inc.; cartons and display, Richardson-Taylor- 
Globe Corp. 

66. Toastmaster Box; Waters-Genter Co.; designer, 
Herb Mason; set-up box, Quality Park Box Co.; sil- 
ver paper, Artcote Papers, Inc.; cellusuede paper, 
Mosinee Paper Mills. 

67. Shipping Bag; Standard Brands, Inc. ; designer, 
Union Bag & Paper Corp., bag, Union Bag & Paper 
Corp. 

68. Mickey Mouse Corrugated Case; Manhattan 
Soap Co.; designer, Walter Disney; corrugated fibre 
box, Robert Gair Co. 

69. Coca-Cola Handy-Six Carton; Coca-C 
ling Co. of N. Y., Inc.; designer, Claude 


display containers, Gibraltar Corrugated I: 

















70. Glass Tooth Brush Container; The Western Co.; 
designers, Winfield F. Smith, Kimble Glass Co. and 
The Western Co.; glass tube, Kimble Glass Co. 

71. Carroccio’s Spaghetti; T. A. Carrocio & Sons; 
printed transparent cellulose wrapping, Dobeckmun Co. 
and Shellmar Products Co. 

72. Rockwood’s Vanilla Chocolate Cups; Rockwood 
& Co.; designer, Leland G. Frierson; bag, Union Bag 
& Paper Corp. 

73. Comb Honey; Wisconsin Honey Farm; designer, 
C. W. Aeppler Co. 

74. Williams Shaving Soap Bowl; J. B. Williams 
Company; molded by Colt’s Patent Fire Arms Mfg. 
Co.; Plaskon, Toledo Synthetics Products, Inc. 

75. Scottie Box; Hickok Mfg. Co.; Bakelite, Bake- 
lite Corp.; molded by Auburn Button Works. 

76. Houbigant Shaving Soap; Houbigant, Inc.; 
Plaskon, Toledo Synthetic Products, Inc.; molded by 
Mack Molding Co. 

77. Carter's Ink Pen Stand; The Carter’s Ink Co.; 
Bakelite, Bakelite Corp.; molded by Northern Indus- 
trial Chemical Co. 

78. Thine Hand Creme Jar; Thine Products, Inc. ; 
designer, Columbia Phonograph Co.; Resinox, Resinox 
Corp.; molders, Columbia Phonograph Co. 

79. Belt And Buckle Utility Display; Pioneer Sus- 
pender Co.; Durez, General Plastics, Inc., molders, 
American Insulator Co. 

80. Gardenia of Southern France Toilet Prepara- 
tions; United Drug Co., Ltd.; designer, J. R. Kennedy ; 
metal caps for face powder and toilet powder boxes, 
Coulter Copper and Brass Co., Ltd.; pasteboard powder 
hoxes, Dominion Paper Box Co., Ltd.; taleum powder 
can, Metal Package Corp.; jars, Dominion Glass Co., 
Ltd.; caps for jars, Consolidated Safety Pin Co.; bot- 
tle for liquid skin softener, Carr-Lowrey Glass Co.; 
cap for liquid skin softener, Armstrong Cork and In- 
sulating Co.; cap for bath salts, Consolidated Safety 
Pin Co.; bottles and caps for Gardenia perfume, Inter- 
national Bottle Co., Ltd., labels for entire line by Stan- 
ley Manufacturing Co., Ltd. 

81. Pastry Container; New York Pie Baking Co.; 
designer, George S. Frost; wire stitcher, Dexter Folder 
Company. 

82. Ammo-Phos; American Cyanamid & Chemical 
Co.; designer, Huckens Smith, Inc.; bag, Union Bag 
& Paper Corp. 

83. Aristocrat Plates; Dwyer Paper Products Co.; 
designer, H. D. Dwyer, Jr.; transparent cellulose, Syl- 
vania Industrial Corp.; labels, Unique Printed Prod- 
ucts; bands, Kokomo Lithograph Co. 

84. Florshine; Park Chemical Co.; designer, R. G. 
Cooper Studio; cans, American Can Co.; labels, Rex 
Printing Co.; filling machines, Alsop Mfg. Co. 

85. College Inn Pure Tomato Juice; College Inn 
kood Products Co.; designer; Wm. P. Welsh. 

86. Mazola; Corn Products Refining Co.; designer, 
Arthur S. Allen. 
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87. Columbia Liquid Floor Wax; Columbia Wax 
Works; designer, Toni Bonagura; can, Tin Decorating 
Co. of Baltimore. 

88. Fruit Cake Container; The National Biscuit Co. ; 
designer, Tin Decorating Co. of Baltimore; tin con- 
tainer, Tin Decorating Co. of Baltimore. 

89. Stencil Duplicator Ink; Heyer Corp.; designer, 
he Waskow Co.; cans, Continental Can Co.; filling 
machinery, Arthur Colton Co. 

90. MacDowell’s Merrillized Yeast; MacDowell 
Brothers; designer, Harold W. James. 

91. Gardenia Taleum Powder; George W. Button 
Corp.; designer, Tin Decorating Co. of Baltimore; can, 
Tin Decorating Co. of Baltimore. 

92. J-O Fly Spray and J-O Bed Bug Liquid; John 
Opitz, Inc.; designer; John O. Powers Co.; tin cans, 
Metal Package Corp. 

93. Budge-It Cleanser; Budge-It Products; designer, 
George Switzer. 

94. Dugan’s Cookies; Dugan Brothers; cans and 
caps, Cleveland Container Co.; wrap and _ labeling, 
Aluminum Co. of America. 

95. Delco-Remy products; Deleo-Remy Corporation ; 
designer, Delco-Remy Corporation; fibre cans, Sefton 
National Fibre Can Co. 

96. L’Avena; The Lavena Corp.; designer, Charles 
R. Prilik. 

97. Glace Fruit; Mouquin, Inc.; designer, Mouquin, 
Inc., transparent wrapping, DuPont Cellophane Co. 

98. Silver Fruit Cordials; Margaret Burnham; box 
maker, Raisin & Thiebaut Bros., Ltd.; metal box cover- 
ing, Apollo Metal Works. 

99. Town & Country Chocolates; Robert A. Johns- 
ton Co.; designer, Robert A. Johnston Co.; box, Molitor 
Box Co.; label, Milwaukee Label & Seal Co.; printed 
string, Chicago Printed String Co. 

100. San Giorgio Pure Egg Products; Keystone 
Macaroni Mfg. Co.; designer, Lebanon Paper Box Co.; 
set-up box, Lebanon Paper Box Co.; materials, Rey- 
nolds Metals Co., DuPont Cellophane Co., Minnesota 
Mining & Mfg. Co. 


One of the most original creations of the printing 
ink business and invaluable to artists, designers, engrav- 
ers, printers and lithographers, as well as to advertising 
men, is the Color Pageant of the International Printing 
ink Corporation. Devised in the form of a wall hanger, 
the included charts show a series of color effects which 
ere numbered to designate hues and values so that a se- 
lection can be made of the color desired. When this is 
done it is possible, knowing the designated number, to 
prepare a formula for the ink which will be required to 
match the desired color effect or individuality. The 
cover of the Color Pageant is a symbolical presentation of 
the subject. For practical purposes and in its simplicity 
this work promises to fill a much needed want among 
those who are called upon to select and use color in 


illustration. 




















Harmonizing 
Gift Wrapping 
Materials 


NCORPORATING a practical and novel idea in the 


merchandising of gift wrapping paper and gift ties, 


the Chicago Printed String Company has placed on the 
market the new Tie-Tie Gift Wrapping Ensemble. 
This combination package—for it really is that—con- 
sists of six sheets of paper, twelve to fifteen yards of 
Ribbonette and twelve seals all put up in an attractive 
display package so that when a women buys her gift 
paper she obtains also an authoritative tying material 
and the correct seals for her package. 

The Tie-Tie Gift Wrapping Ensemble eliminates the 
necessity of shopping for the proper ribbons to go with 
the papers and then looking around for the right kind 
of seals. There they are—the ribbons, the papers and 
the seals all designed to match or harmonize. The 
papers are made for the ribbons and the ribbons are 
made for the paper. The item retails for 50 cents 
the package and represents a real value. Each of the 
unit packages is completely wrapped in transparent cel- 
lulose, permitting complete visibility of the contents. 

A display stand is furnished which will hold 18 en- 
sembles. This makes a_ beautiful display for the 


‘ounter or window—colorful and enticing. 


The New FieTie 
Gift Weapying 


wm Ensemble 

























Ribbonette is a unique material and is said to be the 
only ribbon that can successfully be made to match, as 
far as color and design is concerned, with the papers. 
The Ensembles are furnished in all-year-round items 
as well as in a wide range of Christmas numbers. 

This merchandising idea, which has been received 
with great enthusiasm offers the retailer a good profit 
on his sales; it is easy for him to sell because he has 
only to display it; the package does everything except 
actually wrap up the gift. The consumer appreciates it 
because the combination eliminates guess work in the 
proper matching of ribbons with papers. The selecting 
is all done by artists before the purchaser ever sees the 
paper and she can depend upon the contents of the 
Ensemble to make a perfect package. 

The papers are all original and exclusive designs and 
are carried in a wide range of colors and_ patterns. 
There are numbers for every gift occasion, holidays, 
birthdays, weddings, graduations, ete. The [Ensemble 
also makes an excellent gift item or party prize or 
favor and thus again serves two purposes. It is some- 
thing uniquely beautiful and at the same time some 


thing entirely practical. 
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Photo by Rehnquist 





Teeing Off With Packages 


i IR THE GOLF DEVOTEE, unable to seek kinder 


climates for the pursuit of his favorite pastime, the 


coming of Spring has particular significance. Business 


“conferences,” Main Street gossip and the chatter over 
the lunch table at this time of the year are incomplete 
without some reference to one’s prowess on the links. 
And it is a time, too, when the hardened golfer as well 
as the most recent neophyte are on the lookout for such 
supplies as may be necessary to their performance. 
Appreciating this, the retailer who would cater to such 
desires is keenly interested in those products which offer, 
on display, a persuasive argument to potential customers. 
By the same token, the manufacturer of golf balls, clubs 
and other accessories for the fairway and green appreci- 
ates the value of obtaining counter, shelf or window dis- 
So that 


tendency 


play space whereon may be shown his goods 


the past few seasons have seen an increasing 


of attractive package displays. 


toward this use 
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The above illustration shows three new display boxes, 
together with their accompanying quota of cartons, which 
are being used this season by the L. A. Young Golf Com- 
pany of Detroit, makers of Walter Hagen products. 
Three different grades of golf balls, the packages of 
which are each attractively shown in a similar type of 
display container and carry a distinctive message. The 
cover of each display box is die cut so that it may be 
folded back and when tucked in to the rear of the box it 
forms a display panel or card which serves to attract at- 
tention and identify the product. 

tach of these offers an excellent example of distinctive 
and well executed printing. “Mallard,” on both cartons 
and display box, makes use of green, brown and white ; 
“Dragon,” white and two shades of green, and “Hagen” 
carries red and blue on a silver background. This trio 
of displays and cartons was designed and manufactured 


hy the National Folding Box Company. 
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Beauty /f 


WHITECAPPED PACKAGES 
wor TWO of the 
COVETED AWARDS 
for the 


100 Most Beautiful Packages of 1932 
...as selected by MODERN PACKAGING 









Whitecaps play a very important part in the modern 
glass container by reason of their advanced design, 
the speed and security of our Vacuum Vapor-Seal- 
ing process, and the ease with which Whitecapped 
packages are opened and hermetically re-sealed. 


WHITE CAP COMPANY 


New York CHICAGO London, England 





CENNES PACKING CG 
VINCENNES, IND. 
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Corning Glass Works manufacture a 
large proportion of the nursing bottles 
used in the United States. Hitherto 
these have been packed in a plain 
black-and-white paper wrapper over 
corrugated board, as shown in_ the 
background of this illustration. In 
the new package, two colors of cor- 
rugated crepe wadding (PBillowpak) 
are used—a brilliant pink and a bril- 
liant blue, as a form of sex appeal. 
The corrugations are turned outward 
and wrapped in transparent cellulose 
acctate (Kodapak), with a banded 
label in silver and black. This new 
package makes cach new bottle a strik- 
ing display, and has been enthusias- 
tically welcomed by salesmen and 
dealers. It was designed by Walter 
Dorwin Teague 








The Wim. S. Merrell Company, Cincinnati, present this 
modernistic tube and carton for Detoxol Tooth Paste. 
The tube is lithographed in white with a decorative 
design in two harmonizing shades of gray and blue 
which is similarly carried out on the carton 








six 
xyes eae) | 
CELL oPnane 


Convenient Cellophane bags, which were re- 
cently introduced to the public under the trade 
name, “Artiks,’ and for which housewives 
immediately found so many kitchen uses, are 
7% 4 now being distributed in a larger size in a new, 
3 rh Ss specially designed carton. Semi-open to re- 
Sy veal the gleaming envelopes, and decorated 
with photographs of various foods wrapped in 
Artiks, the package is itself an effective dis- 
play which will attract buyers and suggest 
many uses for the product. 
Grease-proof, odor-proof and moisture-proof, 
these bags, which are being distributed by the 
United States Envelope Company, are said to 
keep the most perishable foods in good condi- 
tion for an unbelievable length of time. 
The new packages contain one half dozen 
“Artiks,” and retail for 25 cents. The extra 
large size will hold a cake, a small roast, stalks 
of celery, and so on. Artiks are also avail- 
able in assorted sizes for various purposes in 
a 25-cent assortment of one dozen, and for 
sandwiches in a special smaller size for 10 
cents a pack 
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RIEGEL PAPERS 


MEET EVERY PACKAGING NEED 
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RIEGEL PAPER CORPORATION 


342 MADISON AVE | 







NEW YORK CITY 
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Big Business in Small Packages 

(Continued from page 47) identification of the item. The 
smaller size is prepared to sell at $.29 and the larger at 
$.89. Primrose House has reproduced its regular size 
packages for the ten-cent store sale, the color scheme 
and design being identical to the parent package. Here 
is a case where the ten-cent package has increased the 
sales of the larger by serving as an introductory or trial 
offer. This has been particularly true of the face 
powder. 

Among the higher priced items we do not find the 
very small sample containers. The black glass container 
with black plastic top developed by Kathleen Mary Quin- 
lan for her strawberry cream mask has been supple- 
mented with a smaller black glass jar similar in contour 
to the white opal jars of the other Quinlan products. 
In this way the color correlates it with the original jar 
and the contour with the general characteristics of the 
line. The label also bears out this relationship. Like 
the larger jar, the label is gold with black letterings but 
the design is that of the red, black and white of the 
other items. 

Chanel, Inc., in both its perfumes and its powders has 
decided on the smaller container as the most practical 
means of increasing sales. Three and four small bottles 
have been packaged together in an attractive drop face 
carton. These may be obtained filled with any of the 
Chanel odors. Just so the face powder. A smaller size 
for all the powder odors and shades, including the Ivoire 
de Chanel, No. 5 and Gardenia, duplicates the larger in 
every respect. The white box with the black trade mark 
and band decorations has the same square transparent 
cellulose window in the bottom of the box to permit of a 
view of the powder and also the square cut-out in the 
outside carton which fits over the window so that the 
shade may be seen without opening the carton. 


Many other instances of this means of repackaging 
for increased sales bear witness to the economic value 
and feasibility of this plan, and in these days of more 
careful buying manufacturers will do well to consider 
the desirability of following the example already set by 
the progressive producers in this field. 





Ainong the advantages claimed for this new “Stl- 
houette” treatment as a decorative element for bot- 
tles and glass containers, beauty and salesmaking 
display value come first. By means of these designs, 
it is claimed by Owens-Illinois Glass Company, an 
entirely new and distinctive appearance can be given 
to a manufacturer’’s standard container, thus elimin- 
ating the expense of complete redesigning of pack- 
age when it is thought advisable to modify design 
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New package designs have been adopted by the Kraft-Phenix Cheese Corporation for its new line of processed 

cheese. The new labels feature the name “Kraft” in plain bold letters against a colorfui background in the upper 

left-hand corner of all packages. Colors and insignia of the countries which originated or popularized various 
types of cheese appear on the labels 
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CAPEM 


Winner in Carton Group 
* ALL-AMERICA TWELVE * 


Smoothly—with an almost human touch 
CAPEM sorts, feeds and applies the clo- 
sure to the ITALIAN BALM bottle . . . an 
always uniform tension protects the con- 


tents and assures easy removal. 


CONSOLIDATED PACKAGING 
MACHINERY GORPORATION 


| 1400 West Avenue, Buffalo, N. Y. 
fe APEM MACHINERY CORP. HOEPNER AUTOMATIC MACH. CO. 








CONTRIBUTORS TO A PRIZE 


WINNER 


. a fine product 
a fitting package, 
...and CAPEM 


Every tribute to this outstanding package is 
a tribute to the sound judgment which has 
sponsored it. . . . It is a matter of genuine 
satisfaction to us that the same sense of 
values which has brought distinction to Italian 
Balm, both as a product and as a package, 
is similarly responsible for the selection of 
CaPeM Automatic Cappers for the most 
vital of their packaging operations. . . . Cam- 
pana are not alone in their preference. .. . 
They have only confirmed the judgment of 
an imposing number of nationally recognized 
manufacturers who demand the utmost in 
capping efficiency. 


CONGRATULATIONS CAMPANA! 
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Shown in place on the pantry shelf these food 
containers made of molded Bakelite bespeak con- 
venience and neatness for the housewife. As far 
as is known, these are the first of their kind, and 
they show the practical possibilities of this ma- 
terial for food containers that can be used in 
the kitchen. Combining long wear and cleanli- 
ness with attractive appearance such containers 
are eminently suitable for the packaging of orig- 
inal products and for reuse afterward. Photo by 
courtesy of Bakelite Corporation. 








New Molded 
Plastic Packages 


Three variations of the square jar motif, sug- 
gested as novelty packages to be molded of the 
new Durez waterproof plastic material recently 
announced. Besides unusual appearance, these 
shapes are said to capitalize on the non-brittleness 
of the material, eliminating the carton completely, 
nesting easily in shipping boxes with merely card- 
board between layers, and in addition, providing 
greater undistorted display value. Practical in 
small sizes only, and all inside corners are rounded. 
Photo by courtesy of General Plastics, Inc. 


















Two Bond Tubes 
in Select Company! 


Among the 100 Best 
Packages for 1932 
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OND tubes focus attention wherever 
q. displayed — originality in design — 
colorful and exact lithography and _ inks 
that are not fugitive are important sales 
factors. 











When considering a new product, call on 
Bond for unusual cooperation in all de- 
partments. 


BOND MFG. CORPORATION 
WILMINGTON, DEL. 
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Here and There in the 


The February 5 issue of the Washington Herald, in 
a special section devoted to Fredericksburg, Va., “Wash- 
ington’s Home Town,” includes an illustration of the 
plant of the Sylvania Industrial Corporation. Comment- 
ing on this an accompanying article states: “The largest 
industrial development in Fredericksburg was the advent 
in 1929 of the Sylvania Industrial Corporation, manufac- 
turers of a well known and widely distributed transparent 
cellulose wrapping known as ‘Sylphrap.’ 

“Since its beginning in the city, the company has grown 
steadily and in the last two years it has more than doubled 
in size. At all times the big factories have been working 
at full capacity and the building schedule has gone for- 
ward.” 

The accompanying illustration shows a view of the 
plant and includes the recent additions. 
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Paperboard Industries Association held meetings 
of the Container Group at the Commodore Hotel, New 
York, March 23. These consisted of two sessions: an 
independent group session, attended by manufacturers of 
containers without mill connections and mills without 
container connections, and an open group session, at- 
tended by all container manufacturers, with or without 


mill connections. 


A business volume comparing favorably with that of 
September, 1929, is predicted for the coming September 
in a statement issued jointly by sales managers of com- 
panies affiliated with Robert Gaylord, Inc., paper box 
manufacturer of St. Louis, Mo. 

“It seems to be the consensus of opinion that the cor- 
ner has been turned,” states J. M. Arndt, vice-president 
of the Gaylord company, “and that business will show an 
upward trend, starting in March or thereabouts, and, 
with a few ups and downs, become stabilized by the fall 

1933. 

“The box business itself has already shown slight im- 
provement. This improvement is expected to continue 
and gradually reach its high next September. This im- 
provement is significant because an improvement in the 
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Packaging Industry 


box business means an improvement in the businesses 
which use boxes. An increased demand for paper con- 
tainers means that there is a corresponding demand for 
the articles packed in these paper containers. The trend 
of the container business usually is a good barometer for 
industry in general.” 


Joseph Sinel, Lucian Bernhard and Helen Dryden 
have appointed William W. Dodge as eastern business 
representative. All three artists have achieved inter- 
national recognition in the field of packaging, product 
design and redesign, posters, trade marks and other 
forms of industrial art. Headquarters have been estab- 
lished in the McGraw-Hill Building, 330 West 42nd St., 
New York City, but each artist will maintain his indi- 
vidual studio. 






Mr. Dodge, a graduate of Cornell University, who is 
resigning as managing editor of Product Engineering, 
was for a number of years managing editor of American 
Machinist. Before joining the McGraw-Hill organiza- 
tion, he was district manager for the C. O. Bartlett & 
Snow Company, vice-president of Dodge Manufacturing 
Corporation and general manager of National Veneer 


Products Company. 


Einson-Freeman Company, Inc., during the month 
of April will show a lithographed window display in 
the Permanent Packaging Exhibit maintained by Mop- 
ERN PACKAGING, 425 Fourth Ave., New York. 


Illustrating and describing a complete line of fric- 
tion cover cans, fibre packers, pilfer-proof mailing cases, 
metal slip-on cover cans and paper tubes and cans, the 
new catalog and sales manual issued by The Cin-Made 
Corporation of Cincinnati, Ohio, will be found of con- 
siderable interest. Announcement is also made of the 
packaging service offered by the company, this including 
‘1) the development of a proper container, (2) creation 
of individually styled labels, (3) printing and application 
of the labels and (4) packaging in a re-shipper. 
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To help sell more CAPE Cop 
SHIRTS, Dennison designed an at- 
tractive button tag. It says Pre- 
Shrunk, to the shirt-shopper in a 
way that means Pre-Shrunk. Den- 
nison also designed the embossed 
seals for the Cellophane wrapper 
in which these fine quality shirts 
are packaged. 


e206 
A fine tool deserves a fitting name- 
plate. Here is the famous STANLEY 
Screw Driver with its tag of iden- 
tification, as made by Dennison. 


e2le 
Millions of golfers know DraPEr- 
MAYNARD and have welcomed the 
new packaged tees which this fa- 
mous sporting-goods house is now 
marketing. On the package you'll 
find a smart 3-color seal—another 
recent Dennison job. 


e22- 
Here is a merchandise card that is 
selling—and selling—auto chain 
links. THE Link Lox Co. of Boston 
make the links—Dennison created 
the card... Just goes to show how 
a 3-for-10¢ product can have as 
much Package Appeal as more ex- 
pensive ones. 


100% display value. 
But if you're not getting your share of window display space ; 

—if your salesmen are finding it hard to compete with firms 
who have recently re-packaged ; 

—if your product isn’t getting the number of new users per 
year it rightfully deserves — 

then see Dennison. For Dennison knows Package Appeal- 

knows labels, tags, seals, cartons, containers, Cellophane wrappers. 
Knows the important new trends in modern packaging. Knows how 
to make dealers more eager to handle your product and consumers 
more anxious to buy it. 

Our staff is at your service. Designs, suggestions, dummies 
won't cost you a penny—and we work fast. All you need do is mail 
the coupon. Better do it now. 


See DENNISON first ) 


Lge fortunate indeed if your product already has 





DENNISON 
MANUFACTURING COMPANY, Deft. C-227 
Framingham, Massachusetts. 


Please tell us how Dennison Service can help us. 
We are interested in the items checked below. 


(_] Tags [_]} Seals _] Labels (_] Displays 
(_] Printed Cellophane ] Boxes [_] Package Inserts 
Name 


PS, Sra syhdaxatanteoaneedenaian 


Ada é 


MARCH, 1933 



















Package Identification and Protection 
(Continued from page 44) enclosed in paper cartons 
of a rather drab tint. The plot called for dividing the 
shelf space in representative drug stores between the 
conventional get-up and a species of experimental pack- 
age wherein the bottle was taken from the carton and 
displayed in a transparent wrap which gave the vivid 
color of the liquid a chance to register with the public. 
The test was brief but emphatic in results. The actuai 
turnover of the “see through” package was not greatly 
in excess of the full-toned opaque one. But the average 
individual sale was made more quickly and there was 
conclusive evidence of an increase in consumer satis- 
faction. 

Prepared to encounter some disadvantages in the 
thinly-clad bottles, the Commerce Department staff in 
the field was agreeably surprised to have the majority 
of druggists in the test report that the new style of 
packaging did not suffer more than the old from store 
handling, etc., nor become shopworn any sooner. That 
there might be a disparity in wear and tear in the case 
of slow-moving goods was admitted to be a possibility. 
3ut the testimony was that on a fast-moving article the 
light-weight “dress” is lasting enough. Even more 
amazing was the report of the cooperating druggists 
that their records for the comparative test period showed 
no greater percentage of breakage for the lightly-veiled 
bottles than for the bottles enclosed in a circular paper 
carton with corrugated walls and buffers, top and bottom. 
From all of which “demonstration,” the Federal sharps 
on packaging conclude that there is much to be said for 
the strategy of planning a package around the color of 
the contents. If this capitalization of product-color does 
not automatically increase sales it may be counted upon 
to do just that if the new form of packaging (with its 
facilities for verification of “the genuine’) is played up 


in a special advertising campaign. 


A New Angle of Ethics in Packaging 

By coincidence, the news of the month has brought 
another and sharply-contrasting aspect of the color com- 
plex. Self-policing industry is raising the question 
whether certain classes of colored wraps are open to 
criticism as operating to deceive purchasers at retail re- 
garding the character or appearance of the contents. The 
most interesting example of the packaging conscience at 
work on this issue is to be found in the field of egg 
noodles, Certain manufacturers have wrapped con- 
sumer units of egg noodles in amber colored transparent 
wrappers. So far as known they are within their legal 
rights, at least in most of the States. But the trade it- 
self, solicitous of its good name, is collectively consider- 
ing the propriety of this pattern for packaging, fearful 
lest the effect being to intensify the egg color, will allow 
inferior noodles to be mistaken for the high-grade prod- 
uct with its naturally rich color. 

In a roundabout way, a tremendous push will be im- 
parted to the cause of modern packaging if the new 
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Congress accepts the recommendations which it will find 
upon its desk for legislation looking to the withdrawal 
of the Federal Government from competition with pri- 
vate business in all lines. As our readers know, but 
without, perhaps, suspecting the half of it, Uncle Sam 
has been “going industrial” to an ever-increasing extent. 
This has served as a brake upon packaging. Because 
Uncle Sam, in all his manufacturing, has been concerned 
solely with the attainment of the lowest possible costs 
and has given scant heed to the appearance of commodi- 
ties or ways and means of effectively parceling them for 
market. 

Government Competition Chills Packaging 

For years there has been a rising tide of resentment in 
business circles against the progressive Governmental in- 
vasion of the fields of private commerce and industry. 
Finally, Congress decided a year ago that something 
must be done about it. A special committee, headed by 
Representative Joseph B. Shannon, was appointed to 
investigate and prescribe remedies. This committee con- 
ducted hearings in all parts of the country; listened to 
625 spokesmen for big and little business protest against 
the encroachment of the Government in 225 lines of 
competitive industrial activities, and assembled evidence 
that fills thirty-seven typewritten volumes. On_ the 
strength of this the committee has made drastic recom- 
mendations that Uncle Sam get out of industrial pro- 
duction and trade except where absolutely necessary to 
the national defense. 

What may be the effect upon packaging may be sur- 
mised by looking at the present inertia in a typical field 
—that of envelope manufacture. As matters stand, 
Uncle Sam is hogging the great preponderance of the 
envelope business of the country through his action in 
supplying stamped envelopes at the barest margin above 
the cost of production. With their noses to the price 
grindstone, commercial contenders for the remainder 
of the envelope trade have had no chance to give any 
attention to packaging for selling and display, save in 
the fine stationery lines. But packaging may come into 
its own in this quarter if Congress makes a beginning in 
taking Uncle Sam out of the envelope business by forth- 
with putting an end to sale by the Government of win- 
dow envelopes and discontinuing the practice of printing 
return cards on stamped envelopes. 

No end of supply items, that are now packaged in a 
way, but might be more effectively packaged, will be 
freed from a deadening influence if Congress gives the 
relief that has been scientifically prescribed. For ex- 
ample, it is proposed that Uncle Sam shall withdraw 
from the manufacture of ink, paste, mucilage and other 
stationery specialties. The manufacture of paints and 
varnishes at the various navy yards would be discon- 
tinued. The Government would withdraw from the 
manufacture of articles of clothing, shoes and various 
classes of leather goods. And soon. Finally, package- 
dom might benefit by the restoration of more normal 
and more soundly economic conditions in the industries 
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Three All-America Cup Winners 
Labeled by World Labelers 


What could be more convincing proof of the all around efficiency and satisfac- 
tory service rendered by World Labelers than the fact that the glass containers 
of three of the All-America Cup Winners were labeled on these well known 
labeling machines! 


Why not profit by the experience of these and hundreds of other nationally 
known manufacturers? 


The line of World Labelers is complete—automatic, semi-automatic and hand fed 
machines to meet all labeling requirements successfully and economically. 


Send us one of your containers showing position of labels, with information as to 
your output, etc., and we will promptly forward specifications and other data, 
together with quotation. 


ECONOMIC MACHINERY COMPANY, Worcester, Mass., U. S. A. 


Makers of Complete Line of Automatic and Semi-Automatic Labelers 


WORLD LABELERS 
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that serve packagers. Specifically, the lithographic in- 
dustry could expend its facilities if it obtained a larger 
share of Government work. And this would almost 
certainly happen if it be ordered that the Federal depart- 
ments which have been producing their own lithographic 
work, shall henceforth price their products with full 
allowance for the creative and administrative costs of 
production which commercial lithographers have to cover 
but which have too often been blissfully ignored in figur- 
ing the costs of Government production. 


What Boost for Packaging in 
Prohibition Repeal 

Active preparations for Prohibition repeal, and es- 
pecially for the return of beer, have lately brought to 
Washington the first authoritative estimates of what in- 
creases in package production will be necessitated or may 
be expected. J. H. Curran of Toledo, Ohio, speaking 
for the Owens-Illinois Glass Company, has told Con- 
gressmen that if the manufacture and sale of beer is 
made legal throughout the United States there will be 
required annually about 6,000,000 gross of bottles or 
864,000,000 individual bottles and an equal number of 
closures. This demand would probably reopen the 23 
bottle plants which have discontinued business and would 
put on full time operation most of the bottle factories 
which have been operating, of late years, at less than an 
average of 75 per cent of capacity. Mr. Curran said 
that the glass containers now supplied for near-beer or 
cereal beverages represent but a small percentage of what 
will be required for beer. Paul L. Grady of Chicago, 
representing the Wooden Box Manufacturers’ Associa- 
tion, has backed up the statements of the glass container 
people. He told members of Congress that 50 manu- 
facturers of wooden boxes are counting upon the return 
of beer to boom their business although it is recognized 
that the makers of wooden packages will face in the new 
era a competition such as they never encountered in the 
old days from the manufacturers of corrugated fibre con- 
tainers and other substitutes for wood. Maurice Saun- 
ders of New York, speaking for the National Litho- 
graphers’ Association, has chimed in on the conversations 
at the Capitol to say that the come-back of beer will bring 
a demand for ten billion labels and quantities of display 
material that will require 15,000 tons of paper, and inks, 
bronzes and varnishes in proportion. 


To Keep the Cloths In 


Turknit Complexion Cloths are a new development 
of the Putnam Knitting Company, the result of an at- 
tempt to make a cloth which can be sold cheaply enough 
to compete with paper facial tissues now on the market. 
Originally these cloths were wrapped in printed trans- 
parent cellulose. The difficulty with that package was 
that, once it was opened, the user had nothing left to 
keep the cloths in. The new package, shown in the 
accompanying illustration, solves that problem. It is a 
set-up box, wrapped in transparent cellulose, with a 
round hole in the top which serves two purposes: it 
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shows the cloths, which are made in several colors, and 
it makes it possible to pull out a cloth as needed without 
opening the box. 

The colors are buff and blue, selected because they 
harmonize with each and all of the various colors which 





show through the hole. In order to make a smart, up- 
to-date box, it was necessary to redesign the lettering of 
the word “Turknit” which was originally a conventional 
old-fashioned heavy script letter. The name appears 
prominently on both ends of the box as well as on top, 
so it will be readable on store shelves. The package 


was designed by Andrew Melvin. 
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Developed to the Easter holiday trade this simple, open- 
top carton is used for packaging a 10-cent candy item. 
It possesses the added feature of providing a toy for 
the kiddics after the contents have been eaten. Fur- 
ther developments will show all-year use of this idea 
which comes from the Lebanon Paper Box Company 








In the February issue on page 16 was illustrated, in 
color, a green bottle on which was placed a metal foil 
label produced by The Foxon Company. The bottle re- 
produced in the illustration is a product of the Salem 
Glass Works and the black molded cap is from Colt’s 
Patent Fire Arms Mfg. Company. 
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A Hart Container Achieves Distinction 
One of the 100 Best Packages of 1932 « « 


Selected as one of the one hundred outstanding packages 
produced in 1932, the Hart Glass Container shown above 
is typical of the distinctive beauty and simplicity of 
design of all Hart bottles and jars. 


We have exceptional facilities for designing and produc- 
ing glass containers of every description. A Hart repre- 
sentative will be pleased to call, discuss your require- 
ments, and aid you in every way to secure glass con- 
tainers of outstanding sales appeal. 





HART{GLASS MANUFACTURING COMPANY 
DUNKIRK ....... . INDIANA 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


New Processed Metal Boxes 


One of the most interesting and attractive novelties 
seen at the Third Packaging Exposition was a display of 
“etalon” boxes, the trade mark name being that adopted 
by The Waterbury Paper Box Company for its patented 
process of applying metal to cardboard. In an original 
booth, designed by Walter Dorwin Teague, were exhib- 





Thinly rolled metal (Aletalon) applied to paper boxes 


ited various shapes and sizes ot Metalon boxes designed 
for different purposes, in addition to a display of high 
grade fancy set-up paper boxes. 

This new process, developed by Waterbury after sev- 
eral vears’ experiment, is exactly what its name implies, 
real metal (brass, zine, aluminum or copper) rolled very 
thin and properly tempered ard applied on cardboard, 
thus combining the best features of both metal and card- 
board boxes. On the round boxes, drawn out of one 
piece of metal, the edges are turned in so as to make a 
neat finish and do away with the objectionable sharp 
edges found on the usual metal round box cover. 

The metal is then lacquered and so, in addition to 


allowing for some interesting decorations in various col- 
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ors, prevents tarnishing or showing finger prints. Other 
decorative effects are obtained by printing on the metal, 
silhouetting, embossing or debossing. 

Another interesting feature in connection with the 
exhibit of this company was the special ticket to the ex- 
position which was distributed to the company’s clien- 
tele. These tickets were exact replicas of the regular 
admission ticket but were printed on Metalon. 


New Transparent-Top Containers 

The prime consideration in the sale of all com- 
modities that depend upon visual appeal to generate sales 
is the ability with which the manufacturer of the product 
can display them without sacrificing the necessary factors 
of protection, low cost of packaging and the usual pre- 
vention against dust, grime, ete. 

The Fonda Container Company, Utica, N. Y., have 
developed a window-top fibre can, which is said to possess 





New transparent-top, fibre containers 
all the usual strength inherent in that type of container, 
plus the added feature of having an acetate cellulose win- 
dow secured in its metal top frame to permit the display 
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of the products packed therein. The containers will be 
available shortly in all diameters, and are now available 
in all heights. 

These fibre cans also have the added feature of giving 
the purchaser the choice of either plain brass or a com- 
plimentary color furnished to the metal tops and bottoms 
so that color harmony may be established with the label. 
It is understood that these containers may have the metal 
tops and fibre bottoms and still possess a high degree of 
strength at the same time, naturally reducing the cost of 


production. 


Economical Single Head Stitcher 

New developments in wire stitching machinery for 
the manufacture of containers during recent years is a 
subject with which it behooves every package user to be 
conversant. New applications 
of the use of wire staples are 
being found constantly and 
new machines are continually 
being designed, developed and 
marketed. 

The humble wire staple and 
the efficient stapling machine 
are among the greatest savers 
of materials in the manufac- 
ture of packages. The con- 
tinued trend toward less and 
lighter materials in the fabri- 
cation of packages is daily 
proving the value of the wire 
staple as a most important fac 





tor in up-to-date-plants. 

There are many operations 
which might be performed better and more economically 
if wire staples were used. Wire stapling machines can 
be secured in an almost endless variety of arrangements, 
from a single function stapler to a completely automatic 
package making machine. 

One of the most recent developments is a simple single 
head machine announced by the Saranac Machine Com- 
pany, Benton Harbor, Mich., a high grade, high speed 
stitcher and is offered at the lowest price ever asked for 
a machine of this type. It is claimed that this machine 
can be arranged to be used anywhere and for countless 
purposes, for such things as box and basket making, con- 
iainer sealing, packet display cards, lamp shades, bag 
sealing, price and brand labels, suit boxes, butter dishes, 
egg cartons, gaskets, weather strips, and so on. It can 
be obtained for use with round wire or flat wire. 

Girls or unskilled operatives can run it with facility 
at any given speed up to 500 staples per minute. For 
the usual operations, however, the speed most generally 
selected is about 200 stapling strokes per minute, because 
this speed appears to be best suited to the average opera- 
tor; the limit of operating speed, therefore, can be said 
tc be the same as the maximum ability of the operator 
feeding the articles to be stapled. 
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New Filling Equipment for 
Miscellaneous Materials 

After long research, the Stokes & Smith Company, 
Philadelphia, Pa., are introducing two new filling ma- 
chines that are said to successfully handle a variety of 
products with greater 
ease and at lower cost 
than is now possible with 
any other equipment. 
Both machines have been 
designed to sell at popu- 
lar prices. 

The new Stokes & 
Smith conveyor net 
weight scale will find 
favor with those who fill 
hard candies, nuts in 
shell (or meats) potato 
chips and flake materials, 
short cuts of macaroni 
and spaghetti and a va- 
riety of similar materials. 
A minimum of handling 
and the absence of a 
metallic cut-off insures 
cleanliness and a fine ap- 
pearance for the pack- 
aged product. 

This new filler has a 
speed of 15 to 30 units per minute, varying with the 
character of the material, the accuracy required and the 
weight of the units. It is designed to fill packages weigh- 
ing up to 2 lbs., or having a volume up to 220 cu. in. 
For filling bags and envelopes an air blast device for 
opening the bags or envelopes is furnished. 

The other new Stokes & Smith filler is a volumetric 
machine, and, as its name implies, fills by volume instead 
of weight. It has a production speed of from 20 to 30 
units per minute, and handles packages weighing from 1 
oz. up to 1 Ib. It will greatly simplify the filling of such 
materials as salted and shelled nuts, tea, whole spices, 
flaked cereals and similar products. 





New Closure for Stoneware Jars 


A new type of closure, known as “Loxeal,” applied 
to stoneware container jars and claiming an air-tight and 
positive seal, is announced by the United States Stone- 
ware Company, 50 Church St., New York. This closure 
incorporates a patented spring-lock feature which ob- 
tains an even uniform tension on the cover at all times, 
thus preventing evaporation and guaranteeing purity. It 
is recommended for the packaging of chemicals, adhe- 
sives, mayonnaise, mustard, cheese, jellies, preserves, etc. 

The jars to which this closure is affixed are provided 
in standard and special shapes and sizes, with or without 
wire bails. The inside of the jars is white, the outside 
being finished in a special brown glaze. 
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These packages 


say.. have some!” 


These new packages of the Southern Biscuit 
Company make you want to enjoy the delicious 
crackers they display so temptingly—they “sell 
on sight”. 

And they are sure to please—for the package 
is tight-sealed on our Cellophane wrapping ma- 
chine; none of the crisp freshness and fine flavor 
can escape. 

The variety of crackers in the line required 
packages of different sizes. Therefore we sup- 
plied a machine which can be adjusted to handle 
packages of various dimensions. This made a 
real saving in the number of machines required. 


A great variety of products 
are wrapped on our machines 


Packages that sell, produced at the lowest cost—this 
is what every package goods manufacturer wants, 
and it is our business to give it to him. 

Consult our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 
New York Chicago Los Angeles 
London: Baker-Perkins, Ltd. 
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Over 200 Million Packages per day are wrapped on our Machines 
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New Bread Wrapping Machine 

A new bread wrapping machine manufactured by 
the National Bread Wrapping Machine Company, 
Springfield, Mass.. and sold by Baker-Perkins, is being 
introduced to the baking industry. 

It is stated that one of the most outstanding features 


of this machine is a patented water-cooled sealing device. 





By virtue of this improvement a saving of several feet 
has been made in the length of the machine. Water- 
cooled sealing has the added advantage of producing a 
secure seal without excessive pressure being exerted on 
the loaf, and regardless of the temperature of the wrap- 
ping room. 

A new patented paper feed mechanism assures utmost 
economy in paper consumption. The machine is pro- 
vided with an adjustment so that the tightness of the 
wrap can be adjusted to suit the nature of the product. 
A new method of heat control for both bottom and side 
heaters enables the operator to throw the heat where it is 
needed most—an assistance in securing a perfect wrap. 

The machine accommodates a wide range of sizes, 
making it possible to wrap an unusually wide variety of 
products. New principles of construction assure gentle 
handling of the product throughout the entire wrapping 
process—especially important in wrapping soft sliced 
bread. 

The new National is equipped with automatic safety 
stops throughout, making it practically fool-proof. It 
can be supplied with coupon inserter, roll-tape inserter, 
double paper feed and coding device, and is also designed 
to wrap with heat sealing transparent cellulose. 


New Protective Packing Material 

Offering protection in the wrapping and packing of 
fragile products of all kinds, “Protexit,’’ a new cellulose, 
paper-backed sheeting is available in several thicknesses 
or plies with different types of paper for backing. This 
new material is soft and resilient to an unusual degree, 
absorbs the shocks resulting from rough handling in 
shipment and insures the safety of the product so 
wrapped until it reaches its destination. Protexit is a 
product of George H. Sweetnam, Inc., 282 Portland St., 


Cambridge, Mass. 
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New Foot-Power Model Stitcher 


Built for plants whose output does not warrant the 
installation of a power-driven unit, adaptable to both 
corrugated and fibre boxes, of simple and rugged con- 
struction with a one-piece frame and incorporating basic 
stitching principles, the Morrison “Perfection” foot 
power bottom stitcher, it is stated, will produce a strong, 


New bread wrapping machine 

which accommodates wide range 

of sizes and is equipped with 
automatic safety stops 


well stitched box that is the equal of that turned out on 
a power machine. 

A feature is the accessory equipment which may be 
added to make the machine a universal stitcher. Ac- 
cessories include a straight arm for regular set-up box 
work, and a blade anvil for top stitching. 

The machine lends itself to many special uses. It will 
deliver any one of four sizes of staples: 14 in., 9/32 in., 

5/16 in., and 34 in. The wire 

" is fed from a spool. The re- 

(@® quisite amount is cut for the 

stitch, formed, and driven in 

one simple operation. This 

eliminates use of preformed 

staples. Easy and_ simple 

operation is characteristic of 

the machine in all its uses. 

Although it is manually oper- 

ated there is little effort or 

strain involved. Girl operators 
do not find it fatiguing. 

When the Morrison foot 
power bottom stitcher is used 
as a bottom stitcher, the nor- 
mal position of the pillar is 
sloped towards the operator 
ready for the reception of the 
box. Pressure on the foot 








pedal causes the pillar to assume a vertical position in 
which it is locked automatically. Then any number of 
stitches can be driven by repeated foot pedal movements. 
On completion of the operation, the button at the left of 
the machine base is touched to incline the pillar forward 
for instant removal of the box. 

For regular set-up box work, the bottom stitching 
pillar is removed and the straight arm installed. Only a 
few minutes are required for this change. The machine 














APOLLO METAL 


is the greatest merchandising force in the world of packaging 
Surprisingly Different — Bewitchingly Beautiful 
It’s the Package that Sells Your Products 


APOLLO Metal makes your packages stand out, and removes your 
products from the competitive class. 


| Among Best in Competition 


Box for packaging Silver Fruit Cordials ap- 
pliqued with APOLLO Metal and made by 
Raisin & Thiebaut Bros., Ltd., of San Fran- 
cisco, California, chosen from among hundreds 
of boxes entered in the All America 12 com- 
petition as one of the best packages produced 
during 1932 in appearance and sales value. 


Make Your Boxes 
Advertise For You. 
Apollo Metal Boxes 
Advertise Your Pro- 
ducts Without Cost 


and are Sales-Produc- 





ing Packages. 


Boxes covered or appliqued with 
APOLLO Metal serve as utility 
boxes that are ornamental as well 
as permanently useful. 





Boxes shown above made by The Pilliod Cabinet Co., Swanton, Ohio, 
are appliqued with Apollo Metal 


UTILIZE THE LURE OF APOLLO METAL TO INCREASE SALES 
Write For Sample Offer 


Manufactured by 


APOLLO METAL WORKS, LA SALLE, ILLINOIS 
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is transformed then into a unit which will handle almost 
any class of wire stitched boxes within the size limits of 
the stitcher. 

This stitcher is a product of the Seybold Machine 
Company Division of Harris-Seybold-Potter Company, 


Dayton, Ohio. 


Chronology of Printed Roll Cellophane 


The first user of printed roll Cellophane in this coun- 
try was Planters Nut & Chocolate Company, who pur- 
chased in April, 1931, a considerable quantity of two- 
color printed roll from The Dobeckmun Company. The 
second user was Cox Baking Company, Jamaica, Long 
Island, who purchased printed roll for a cake wrapper 
in August, 1931. 

While little was known publicly at that time regarding 
printed-roll Cellophane, Dobeckmun had been in daily 
production of this printed stock for its own consumption 
{or approximately one and a half years prior to this time. 
Printed roll Cellophane was an original development of 
The Dobeckmun Company, therefore, three years ago, 
and the successful solution of the many problems in- 
volved entailed the expenditure of large sums for pioneer 
research and for new type equipment to overcome inher- 
ent difficulties with inks, printing, and handling. 

The daily production schedule at Dobeckmun has given 
this company unparalleled experience in the art, as the 
accumulated design requirements have called for the 
widest variety of color combinations, including four col- 
ors, in both benday and process. Fine detail and broad 
flat color areas alike are successfully handled by the 
Dobeckmun process. This long production record has 
also led to expansion of equipment to handle a wide vari- 
ation in “cut-off” or design-spacing. Dobeckmun claims, 
therefore, to be in the unique position of having been a 
large volume producer (and the only one) of printed roll 
Cellophane long before the general market came into 
being. 

The recent perfection of photo-electric cell registra- 
tion for automatic wrapping equipment now makes the 
general use of printed roll Cellophane practical and eco- 
nomical. Manufacturers who can profitably adopt this 
convenient and economical form of Cellophane wrap are 
in the unusual position of being able to purchase long 
experience and highest quality of a commodity new to 
the trade itself. 

In the August, 1932, issue of MopERN PACKAGING 
was published an article “Printing Transparent Materials 
in Rolls for Machine Wrapping” which occasioned con- 
troversy among our readers. In an attempt to obtain 
information which would definitely establish an answer 
to the questions raised, we wrote several of the large con- 
verters but to this inquiry we received but slight response. 
The above statement was received from Edwin L. An- 
drew, sales manager of The Dobeckmun Company. 

—Kditor. 
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The Third Packaging Exposition 


(Continued from page 46) 


F. B. Redington Co.: Photographs of various types 
of cartoning machines and actual samples of packages 
which are assembled on company machines. 

Lowe Paper Co.: Samples of Ridgelo folding box- 
board and display of packages using same. 

Consolidated Lithographing Corp.: Various samples 
of lithography on posters, labels and other forms of 
illustration. 

National Adhesives Corp.: Samples of various kinds 
of adhesives made by company, together with display of 
packages. 

Stokes & Smith Co.: Samples of packages wrapped 
on various types of company machines ; also photographs. 

Valdor Sales: Demonstrating use of Miller semi- 
automatic wrapping and sealing machines. Agents also 
for Bunn tying machines. 

Celluloid Corp.: Exhibiting samples and examples of 
application of Protectoid. 

Thomas M. Royal & Co.: Samples of plain, trans- 
parent, open-face and other types of bags. 

Package Machinery Co.: Demonstrating the I-9 ad- 
justable wrapping machine for use with transparent cel- 
lulose, glassine, wax paper and printed wrappers. 

Acme Steel Co.: Displaying and demonstrating steel 
strapping equipment and materials. 

Forbes Lithographing Mfg. Co.: Samples of litho- 
graphed wraps and displays; also examples of printed 
roll Sylphrap. 

Kimberly-Clark Corp.: Samples and application of 
Kimpak (crepe wadding) and Billowpak (corrugated 
crepe wadding). 

Fonda Container Co., Inc.: Displaying line of printed 
and plain spiral wound containers with transparent 
covers. 

Union Bag & Paper Corp.: Complete line of printed 
paper and transparent cellulose bags. 

Lily-Tulip Cup Corp.: Samples of Nestrite paper 
containers. 

Cin-Made Corp.: Types of fibre cans and tubes. An- 
nouncement of complete packaging service. 

Liquid Carbonic Corp.: Demonstrating combination 
filling, capping and labeling machine. 

Container Corporation of America; Sefton National 
Fibre Can Co.; Pioneer Paper Stock Co.: Featuring re- 
spectively corrugated and fibre shipping cases, fibre cans 
and paper packaging materials. 

Cleveland Container Co.: Display of plain and printed 
fibre tubes and cans. 

Mono Service Co.: Showing examples of Kleen-Kup 
paper containers for a wide range of products. 

The following publications were represented among 
the exhibitions: MoperN PAcKaGING; American Per- 
fumer; Advertising Arts; Food Industries; Packing and 
Shipping; Packaging Record and Shears. 





















The Set-up Box e06000000 
for International ———— 
Cushion Keys 
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The container for a product must perform certain 
fixed duties: it must display—protect—and make | 
product readily accessible. | 


The formula for effective packaging is found in the 
way Shoup-Owens’ setup boxes are designed and 
manufactured. | | 


It will pay you to consult with a Shoup-Owens 


representative. 
SOUP ~ OWENS": 
HOBOKEN NEW JERSEY 
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Coordination Is Keynote 


(Continued from page 38) similar to that used in the 
two previous conferences; namely, an explanation of 
the packages by a representative of the company using 
them, followed by discussion from various designers. 
Among the packages entered for analyses were those 
used by the following companies: Hills Brothers Com- 
pany, Jewel Tea Company, Spool Cotton Company, 
Weston Clock Company, Vita Leather Company, Joseph 
Dixon Crucible Company, Loose-Wiles Biscuit Com- 
pany and Eaton Paper Company. Among those taking 
part in the discussion were: Ben Nash, Arthur 5S. 
Allen, Joseph Sinel, Gustav Jensen, Lucien Bernhard, 
Edwin H. Scheele, Roy Sheldon, George Switzer and 
Martin Ullman. 

The presentation of the Irwin D. Wolf Award was 
made following the above session. A reference to this, 
with a list of those packages receiving honorable men- 
tion, will be found on page 42 in this issue. 

“No one concerned in any way with any phase of 
packaging should ever forget or ignore the fact that 
packaging is still done in the factory; that all problems 
of packaging come sooner or later to a phase where 
they are factory production operations,” pointed out Dr. 
L. V. Burton, editor of Food Industries in his considera- 
tion of the topic, “Production Problems Which the Sales 
Department Must Consider in Packaging,” presented at 
the session on Thursday morning. Three aspects of 
package design, said Dr. Burton, must be considered 
and reconciled in any successful packaging program. 
These are the technical or technological, sales and ad- 
vertising production. It is important, he continued, that 
in the consideration of these that “the idea of compro- 
mise should be got across to all concerned with packag- 
ing and also that compromise means a meeting of the 
minds, and for that reason [ reiterate my plea that the 
production department be consulted all along on all mat- 
ters pertaining to packaging.” 

The second speaker, Francis D. Gonda, vice-president, 
Einson-Freeman Company, Inc., in discussing “Open 
Counter and Shelf Display of Packages,” said, “There 
is one motive, and only one, back of any effort to im- 
and that motive is to make it sell. But 





prove a package 
there is another vital fact that some manufacturers seem 
to forget, and that is the obvious, simple truth that 
the most attracive package cannot sell if it is not seen. 

“The creation of a successful display must be based 
on three practical considerations: New trends in mer- 
chandising and retailing practice, basic changes in eco- 
nomic conditions, and physical limitations that are im- 
posed by reason of the store layout and space.” 

Mr. Gonda further exemplified his discussion by the 
showing of several types of displays which have been 
used by retailers and offer a successful means of obtain- 
ing further sales for packaged merchandise. 

The closing discussions on Thursday morning in- 
cluded a symposium, “Recent Developments in Pack- 
age Machinery,” which was presented by Roger L. Put- 
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nam, President, Package Machinery Company; H. H. 
Leonard, vice-president and general manager, Consoli- 
dated Packaging Machinery Corporation; Car! E. 
Schaeffer, Stokes & Smith Company, and G. Prescott 
Fuller, treasurer, Bliss-Latham Corporation. 

“A very good sign,” said M.r Putnam, “which will 
help the future development of better packaging ma- 
chinery is shown in the attitude of the users. While 
everyone wants to buy both supplies and equipment just 
as cheaply as possible, there is, in most cases, a very 
real understanding that development for the future 
must come out of present profits, and if the machinery 
manufacturer is not allowed to get a fair return on his 
investment, he cannot continue developing. 

Mr. Leonard pointed out that “Years ago the machine 
designer was only required to have a knowledge of 
mechanisms and with a certain degree of ingenuity, 
produce a mechanism that would perform an operation. 
Now he must have not only all of these qualifications 
but he must aiso know the customer’s requirements. He 
must have a fair knowledge of the process of manu- 
facture in his customer’s plant so that his finished ma- 
chine will fit into the conditions as they exist in the 
customer’s plant and product. 

“In our admiration of the package or its success as 
a marketable possibility, we frequently overlooked the 
fact that back of every product and package are a num- 
ber of machines without which neither product or pack- 
age would be possible.” 

In contributing to the subject, Mr. Schaeffer briefly 
detailed twenty-five actual developments in automatic 
packaging equipment which had been placed on the mar- 
ket during the past three years. 

Mr. Fuller confined his remarks more _ particularly 
to the packing and shipping field, pointing out the 
notable developments which have taken place in the use 
of power stitchers, stapling machines and_ similar 
equipment. 

The session Friday morning was devoted to a con- 
sideration of packing and shipping problems. J. D. 
Malcolmson, manager, research department, Robert Gair 
Company, Inc., speaking on “Designing Corrugated 
Shipping Containers,” pointed out the significant de- 
velopments in the industry during 1932. 

Following Mr. Malcolmson, L. E. Muntwyler, traf- 
fic manager, Montgomery Ward & Company, spoke on 
the subject, “Packing for Shipment from the Store- 
room and Warehouse Point of View.” A. H. Greenly, 
chairman of the Official Classification Committee, in his 
paper, outlined “Railroad Regulations Covering Ship- 
ping Containers.” 

C. B. Larrabee, associate editor of Printers’ Ink in 
discussing “The Advertising Value of the Shipping 
Container,” pointed out the opportunity for manufac- 
turers to utilize display surfaces on shipping cases, plac- 
ing thereon such advertising messages as will supple- 
ment other promotional efforts toward sales of the con- 
tained products. 
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DISTRIBUTORS 


Bradner, Smith & Co. 
Chicago, Illinois 
& 
Holyoke Paper Corp. 
New York, N. Y. 
@ 
Hughes & Hoffman 
New York, N. ¥. 
& 
Matthias Paper Corp. 
Philadelphia, Pa. 
e 
John Leslie Paper Co. 
Minneapolis, Minn. 


e 
Nassau Paper Co. 
St. Paul, Minn. 
e 
A. Hartung & Co. 
Philadelphia, Pa. 
& 
Henry L. Goodman 
Boston, Mass. 
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UMPING SALES HURDLES is getting to be a habit with 
Marvellum papers. Attractive ...colorful ... appealing... 
they catch the eye, hold the attention, and create a desire to 


buy. What more could a paper do? 


TEXTILE RELIEF, for instance, is the paper of the month. Just 
examine the beauty and simplicity of this design, then picture 
it as a box covering for cosmetics, jewelry, candy and other 
products. Made in all colors, in white and gold relief—and 


what’s more, you’ll find it very economical. 


Make up a few sample boxes with TEXTILE RELIEF—we’ll be 


glad to send you sample sheets for this experiment. 


THE MARVELLUM COMPANY 


Makers of Papers Distinctive HOLYOKE, MASSACHUSETTS 
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RATED 
TWO OF THE 
“100 BEST 

FOR 1932” 


E greatly appreciate the honor of having 

two R-T-G packages selected as “outstand- 
ing examples of the packaging art for the year 
1932.” 
Of equal importance is the judgment of the ulti- 
mate consumers, who, by their increased pur- 
chases of these products, at stores all over the 
country, have proved these packages profitable 
sales producers for their owners! 


The R. T. G. Organization embraces a complete 


THE RICHARDSON - TAYLOR 
CINCINNATI, 


BOSTON — NEW YORK — BUFFALO — CLEVELAND — DETR OI 


REPRESENTATIVE 
PACKAGES 
by 

























MERCHANDISING 
ARTICLES OF 
EXTREME 
PRACTICABILITY 


or 
TEA LEAVES 
OF THE EAST 
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| 
| 
staff, trained in retail merchandising, whose busi- | 


ness is to assist manufacturers in getting their 


| 
products SEEN, WANTED and BOUGHT, through | 
the use of distinctive folding packages, display | 
and dispensing containers and die-cut display. ! 
Here. each job is an individual problem—to be ! 
studied, planned and solved, based on its own 


particular and peculiar needs. We welcome cor- 
respondence with executives interested in securing 


maximum selling results from their packages. 


OHIO 


ST. LOUIS MEMPHIS NASHVILLE ATLANTA 





- GLOBE CORPORATION 
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—Cellophane 
—Kodapak 
—Protectoid 
Sviphrap 
@ 


Gerrinc cellulose tissues to “stay 
stuck” is mostly a matter of using the right 
adhesives. Let us recommend the right 
adhesive for your own individual problem! 


For hand or machine sealing, for plain or 
moisture-proof tissue, for cementing tissue 
to itself or gluing it to other substances— 
we have an adhesive that’s right for the 
purpose. 

Right, because it’s made to do a special 
jobh—auniformly and dependably. Priced 
right, too. 


NATIONAL 
ADHESIVES 


Corporation 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


PHILADELPHIA 
CLEVELAND 
DETROIT 
MILWAUKEE 


CINCINNATI 
Sawn Francisco 
St. Lovis 


New York 
Los ANGELES 
CHIcaGco 
Boston 


Home Office: 820 Greenwich St., New York 
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| merchandising, advertising and packaging. 








All-America Twelve Dinner 
(Continued from page 37) 
presentation of the cups to the winners, were as follows: 

“IT shall do my best to emulate the splendid example 
cf Miss Fisher and condense my remarks into a very few 
observations. I am a firm believer in the philosophy of 
the old southern preacher who said that no soul was 
ever saved after the first five minutes. If I am longer 
than five minutes, Allan Brown has my permission to 
tell the top sergeant to bring out the firing squad. Speak- 
ing of this honor which has been very graciously con- 
ferred upon me today, I understand the reward is this: 
I shall be invited to present the cups at the Atlantic City 
Beauty Contest in June. The only condition on which 
I accepted this duty tonight. It’s up to Mr. Charlton to 
make good on that because I haven’t had a break in years. 

“Really, I feel quite at home despite the fact during 
the past few years I have strayed somewhat afield from 
To me it is 
one of the most enchanting fields, one of the most inviting 
fields there is in the whole field of distribution. I recall 
a statement made by Dr. Julius Klein in this hotel two 
years ago at the Advertising Federation Convention, 
when he quite properly, graphically, tersely and cryptly 
described advertising. He said any man who does not 
advertise himself will remain a secret all his life. And 
by the same token, certainly any product that is not ad- 
vertised will remain a secret all its life. 

“When I think of the package and when I visualize 
packaging back with the Texas Company in 1922, 1923, 
1924 and 1925, I always visualized the package as the 
very soul of the product once it left the factory. The 
same as I visualize the suit that a man wears, the smile 
and the force of his face, which bespeak the mind which 
he carries within his head. I think there is a strong 
analogy there between the mind and the product and the 
exterior of a person and the package itself. 

“I promised to be brief, and that is the only observa- 
tion | would leave with you, that I think packages have 


remarks previous to his 


| increased in perfection to a greater degree than any other 


branch of advertising and merchandising during the last 
ten years. I can think of no other branch, whether it be 
publishing, whether it be direct mail, whether it be any 
other form of media or any other type of advertising, 
that has made the strides that have been made in the 
packaging field. 

“Well do I recall in the company which I had the 
honor to represent, that the old-timers in that outfit al- 
most reiused to believe that the Red Star and the Green 
T which was their trademark was the thing that they 
were selling. It took us years to convince them that no 
one ever went into a station and asked for Red Star and 
Green T gasoline or motor oil; what they went in there 
tor was for Texaco, the same as they go in for O-Cedar, 
Canada Dry. No one knew anything about the trade- 
mark but nevertheless, and this is the point I am making 
when I say the packaging industry has made great strides, 











SE this rule to guide your 
: selection of stock for folding cartons 
s and displays: 


Ridgelo 


: FOLDING 
BOXBOARD 












Measure the qualities of fine folding 
and reproduction in RIDGELO 
Clay Coated Folding Boxboard. Re- 
move the cut-out from this page 
and put together to form a triangular 
This le RIDGELO Folding Boxboard Double -stuler that, like RIDGELO, is 
Lined, Green coated one side - .016 

both practical and attractive. 





















Made at 


RIDGEFIELD, NEW JERSEY by LOWE PAPER COMPANY 













Superior stitching wire 


for fibre boxes 
3 FEATURES 


| 1. Accurate in temper, 
width and _ thick- 
ness. 
Continuous length 
one-piece coils. 
Rust-resisting _—_gal- 
vanized finish. 


Send for free sample. 


ACME STEEL COMPANY 
2843 Archer Avenue 


CHICAGO 
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dependable . . . 
descriptive of 


Weat . . . sturdy... 
serviceable . . . all are 
Wheeling Composition Caps. 

Made on modern machinery by experienced 
men, Wheeling Caps are built to withstand 
unusual as well as ordinary service con- 
ditions. 

An inquiry will bring you complete infor- 
mation about Wheeling Caps. 


WHEELING STAMPING CO. 


WHEELING, W. VA. 








Think of your 
shipping charges* 


*There are several phases of this situa- 
tion to be discussed by the makers of 
Hycoloid. Watch for next month’s ad- 
vertisement. 





Whatever your packaging situation, every 
manufacturer is confronted with the neces- 
sity of reducing shipping charges. This is 
only one of the mounting costs of distri- 
bution. 


Hycoloid, by actual test, is 80% lighter 
than glass. Many manufacturers of drugs 
and cosmetics have found Hycoloid, the 
featherweight container, a most successful 
solution to their shipping problems. 


You will be interested in this announcement: 
Our Special Design Department will be 
glad to consult with you in regard to the 
most suitable Hycoloid container for your 
product or group of products. Just send us 
a sample and well show you what we 
can do. 


HYGIENIC TUBE & CONTAINER 
COMPANY 
46 Avenue L, Newark, N. J. 
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NEW ADHESIVE 
DEVELOPMENTS 


Adhesives for Pyroxylin Coated 
Papers, Lacquer and Resin Coated 
Glassines. Also for all grades of 
transparent cellulose, Moisture- 
proof and Regular. 

Dependable formulas for all methods 
of application. Reasonably priced, 
too, 

Our Laboratory and Technical Ser- 
vice Section welcome your Adhesive 
problems. Send us full details of 
your requirements. 

No obligation for this service. Sam- 
ples gladly furnished. 

Also standard formulas to cover gen- 
eral requirements. 


ze~ UNION 














=") PASTE COMPANY 
Medford, 


Mass. 











What kind of a problem 
can you give us lo 


tackle? 


10421 BEREA ROAD 


THERE'S SALES-APPEAL 
IN A TUBE 


Ask yourself—did you ever fail to have 
your curiosity excited by a tubular pack- 
age arriving unexpectedly in the mail? 


A tubular shape "does something" to a 
package that's hard to explain but cer- 
tainly adds to its interest. Even when 
the tube holds a part for an assembly, 
it's the first thing you will pick up to 


examine. True, isn't it? 


One of our jobs is to develop ways and 
means to use Cleveland tubes in new 
ways, to achieve new economies, new 
sales-appeals for our customers. 





we 


THE CLEVELAND CONTAINER CO. 


CLEVELAND, OHIO 


Plants: Cleveland, Detroit, New York, Philadelphia 
Sales Offices: Pittsburgh, Rochester, Chicago 








90 


MODERN PACKAGING 


previous to 1923 millions of dollars had been spent by 
that company in their packages, advertising their trade- 
mark, with the trade name or their product hidden, prac- 
tically hidden somewhere on the can or on the package. 

‘Now that I have given birth to these observations, we 
shall go on with the business of the evening. It is my 
pleasure now to call the names of the prize winners, first 
by their group, secondly by the name of the product con- 
tained in the package, then the company, and finally the 
1epresentative. I shall ask each representative to make 
a response, if he wishes, in one or two words, with the 
warning if the response exceeds thirty seconds, we take 
the cup back.” 

Mr. Murphy then presented the cups to representa- 
tives of the winning companies each of whom responded. 
These were as follows: 

J. T. Crandall, Ashaway Line & Twine Mig. Co.; J. 
R. Strohecker, Bauer & Black; I. Willard Crull, Cam- 
pana Corp.; W.S. Brown, Canada Dry Ginger Ale, Inc. ; 
Mrs. Avery Robinson, Mary Chess, Inc.; T. J. Lavery, 
Johnson & Johnson; H. R. Van Auken, Frederick F. 
Lowenfels & Son; H. R. Whaley, Maple Grove Candies, 
Inc.; Wm. G. Mennen, The Mennen Co.; MacLean Lib- 
bey, O-Cedar Corp.; C. 
Manufacturing Co.; J. B. Browne, Walgreen Co. 

Certificates of Award were then presented by Mr. 


J. Comey, Standard Crayon 


Charlton to the designers of the winning packages, and 
to representatives of the companies supplying materials 
and equipment used in their assembly. 





Vick Chemical Company, manufacturing chemists, 

following the successful introduction of several 

medicinal products, have recently placed a new anti- 

septic on the market. This illustration shows the 

complete package assembly—bottle, closure, label, 

insert, caron and display unit—in which continuity 
of design is consistently carried out 
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Write for descriptive folder. 


ARTHUR COLTON CO. 


2600 East Jefferson Avenue 
DETROIT, MICHIGAN 





An Improved Method of Sealing Tubes 


COLTON 
CLIPLESS 
CLOSURE 


Economical, Decorative, 
Dependable... . 





National advertisers who have 
adopted this closure include 
Ipana, Ingrams, Pepsodent, % 
Palmolive, Barbasol, and 
scores of others. 









No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 
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Double Labeling meee: 











288 Seals Every Minute—Replaces (9) 
Nine Semi-Automatic Machines 


Double Economy ... . 
Double Profits . . .. . 


with 









































McDONALD 























EK. R. SQUIBB BEST FOODS 
BROMO SELTZER ODORONO 
CUTEX SYRUP OF PEPSIN 
240 Labels Every Minute With A & P GRIFFIN 


Imprinted Packing Date 


Duplex Labelers 


Some large users: 
































McDONALD ENGINEERING CORPORATION 
220 VARET STREET BROOKLYN, N. Y. 
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Molded 
“PACKAGES of PERMANENCE” 


The Modern Container! 


Striking beauty . . . attention- 
compelling designs . . . sales- 
stimulating utility value . . . all 
are at the command of prod- 
ucts packaged in modern con- 
tainers, molded by American 

Record Corporation . . . America's Foremost 


Molders! 


To put more "sales punch" and display value 
into your product containers and closures, use 
ARC custom-molded packaging—available in 
all pastel and high shades, plain or mottled. 
The fifty years’ experience of master molding 
craftsmen is at your service. 


MODERN CONTAINERS 
CUSTOM MOLDED of 
Phenolic 

Bakelite @ Durez 

Unyte @ Beetle @ Plaskon 
Arcolite @ Uralite 



























































GORPOR ATOR 


SGRANTON, i 


NEW YORK 1776 Broadway 
CLEVELAND....1865 Farmington Rd. 
CHICAGO 549 W. Randolph St. 
DETROIT 145 Eastlawn Ave. 
HOLLYWOOD, CAL. 933 Seward St. 
GLENDALE, CAL. 1733 Standard Ave. 


il 
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Twenty Million Sticks of Gum Daily 


(Continued from page 35) folded out, into a horizontal 


| position, to which the glue is applied. After the glue is 


applied, the case continues forward in the machine to a 
point where the top and bottom flaps are simultaneously 
folded back into the position they will occupy when 
sealed. From the gluing machine the case is passed into 
the compression unit of the mechanism, all flaps in the 
proper position for sealing. 

Almost everything but a smile is carried by machine 
in Wrigley’s plant in Chicago. The conveying system 
there is said to be the most comprehensive of its kind. 
When a conveyor was installed it was the result of in- 
tense analysis especially as to the comparative costs of 
mechanical, foot and truck transport. Invariably such 
surveys have resulted in the installation of more con- 
veyors. 

Hardly a step in the entire procedure of manufacture 
that is not closely examined; the system of inspection 
like that of sanitation is never slackened. That rigid 
system virtually assures the entry of a perfect product 
in the form of stick or packet or carton in the market 
places of the world. In the Wrigiey code a defective 
stick of gum or a wrapper is a serious breach of routine. 
For, it must be remembered, every piece of gum, every 
P. K. lozenge, must be exactly right as to dimensions 
and finish else it will not fit into packet or carton, thus 
causing delay which costs money. Most of the work is 
by machines which do not understand argument. Hence 
the exactitude which enters the quality of the product 
as a whole, and thus makes it perfect. 

In the Chicago factory alone are about 600,000 sq. ft. 
of floor space. The packaging processes require a large 
part of that area. Plain and corrugated fibre cases, card- 
board for cartons and display advertising matter, alumi- 
num foil, tissue, transparent cellulose, glass, waxed 
paper for exterior or final wrappers on cartons, print 
paper, and wood for cases—all these materials for pack- 
aging and advertising are stacked high. (In answer to 
the suggestion of a number of jobbers, the company 
continues to package a small part of its output in glass 
jars. Some of the dealers declared that that kind of 
container stimulated sales, that many customers liked to 
select their favorite brands of gum from the jumbled 
mass seen through the glass. These jars, like all other 
containers and like the wrappers, are media for adver- 
tising Wrigley’s gum.) 

It is not generally known that the famous Spearmint 
flavor is obtained from plants of that name grown on 
great tracts in Northern Indiana and in Michigan. The 
world is searched for the exquisite savor of Juicyfruit; 
to almost all the world go the varied brands of Wrigley 
chewing gum, some of them greeting the stolid Teuton, 
the wily Chinese and the volatile Gaul in their own 
tongues, to the heights of the Himalayas and to the 
stately way of the Rue de la Paix, all because of the 
big brown toe of Diego the chiclero. 
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Didn’t this BRILLIANT 
METAL-MODE paper 
eateh YOUR eye 


? 








Think how YOUR merchandise, dressed in 
METAL- MODE, will cateh the PUBLIC’S 
eye, and MAKE THOSE SALES ! ?: 2! 2? 


The New METAL-MODE Sample Book, showing 
the complete line, is now ready. Sample Sheets of 
this paper (Green METAL-MODE No. 806-Y) will 
be mailed immediately on request. 





MIDDLESEX PropucTs CoMPANY 


CHICAGO OFFICE 
308 W. WASHINGTON ST. 


111 PUTNAM AVE. 
CAMBRIDGE, MASSACHUSETTS 














“FILMA SEAL” 


(the double seal of cap and film) 








Is used on many 
Nationally known 
products ..... 


PREVENTS 


EVAPORATION— 
LEAKAGE—TAMPERING 


Send us a few of your pack- 
ages, glass or tin, to "FILMA- 
SEAL" and we will prove its 


advantages to you. 


FERDINAND GUTMANN & CO. 


Bush Terminal No. 19, 
Brooklyn, N. Y. 


Bottle Closure Specialists Since 1890 


"FILMASEALS" 


Trade Mark Reg. 


Pats. Pending 











The 1933 Model 
BECK AUTOMATIG ROLL SHEETER 
Developed to solve your CELLOPHANE sheet- 


ing problems, is the embodiment of every 
modern mechanical feature to permit the 
handling not only of cellulose products, but 
also waxed papers, tin foils, fancy cover papers, 
and all other packaging materials, with accu- 
racy, speed and economy. 





May we describe to you the many advantages which 
have won for the BECK its election as the most satis- 
factory sheet cutting equipment obtainable. 


CHARLES BECK MACHINE CO. 


TERMINAL COMMERCE BLDG. 


13TH & CALLOWHILL STS. PHILADELPHIA, PA. 














A STONES But please don’t put it to the test. 
THROW FROM You won't have to. You're close to 
EVERYWHERE _ everything — and yet on the edge 
where it's not too noisy. Try it next time - - ask for our 
“Business Special.” (1) Room with bath; (2) Hearty 
Breakfast; (3) Delicious dinner - - all for $3.50. 


Write for information on your firm stationery or identity 
yourself when you register and say “‘Business Special” 


HOTEL WELLINGTON 


$511 STREET AND 7+. AVENUE NEW YORK CITY 
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WHEN ORDERING 


CORRUGATED or SOLID FIBRE 








ROBERT GAYLORD, INC. 


GENERAL OFFICES~+~ SAINT LOUIS 

















PRINTERS AND ADVERTISERS TIME AND MONEY SAVING UNIFIED SERVICE 





PHONE — “Dinca 7- 4070 
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INCREASED 
IS PRODUCT’S 


ALES 


Plastic Molding salved the problem of greater sales for this 
product. It brought dignity and distinctiveness of design: it 
supplied beauty and richness in an almost endless variety of 
color; gave instant eye appeal and therefore greatly increased 
Sales Appeal. 

Our design department can visualize new beauty in YOUR 
product. Our engineering department can perfect details of 
construction. Our production facilities can meet the require- 
ments for the increased soles of YOUR product which is bound 
to follow. Write us for suggestions. 


CHICAGO MOLDED PRODUCTS CORP. 











2142 Walnut Street Chicago, Ill. 
ON ON MY WAY TO” WAY TO 
NEW YORK AND 


D THE PICCADILLY 


eau 


s . best hotel | know! 
lies everything, just 
200 feet from Broad- 
way. Modern, hospit- 
able, and comfortable. 
Like the Manager, 


like the rates —$2.50 
single, $3.50 double, 


for a room with bath! 


THE HOTEL - 


PICCABELLY 


45th St. « W. of Broadway * New York 
WILLIAM MADLUNG, 


Mng. Dir. 














| 





SOUTH ORANGE 








The Advantages of 


LUSTEROID 
CONTAINERS 


Merit Your Consideration 


Think what a tremendous advantage 
it would be to package your product in 
unbreakable Lusteroid Containers—and 
at the same time to reduce your trans- 
portation charges by approximately 
80°,! 

Yet these are only two of the out- 
standing features of these attractive 
containers which are now obtainable in 
plain transparent and opaque Lusteroid 
—in white and many pleasing colors. 
Furthermore, they are odorless, sanitary, 
seamless. 


Tell us what you make and we will 
send you samples of suitable Lusteroid 


Containers. 


LUSTEROID 
CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of The 


SILLCOCKS-MILLER COMPANY 


10 PARKER AVENUE, WEST 
NEW JERSEY 
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High Speed, High Price 
Heavy Duty Wire Stitcher 





Saranac Stitcher, No. 
Belt or Moto 


Specialized ability in 
designing and construc- 
tion for more than thirty 
years, devoted exclu- 
sively to stapling and 
package making ma- 
chines, has enabled Sar- 
anac to create not only 
the largest line of sta- 
pling machines in the 
world but to create 
high speed machines 
with the ability to stand 
up under stress and to 
produce faster, better 
and at less expense. 


and 


6, Deep Throat 
r Power 


for use in the manufacture of 


Fibre, Paperboard or Thin Wood Articles 


such as 


Fibre containers, solid or corrugated, 
Suit boxes, 

Egg cartons, 

Butter dishes, 

Paperboard or veneer berry boxes, 
Price and brand tickets, 

Mdse. package display cards, 
Plant bands—fibre or veneer, 

Toy and ornamental baskets, 
Shipping room miscellany, 

Bag top sealing, 

Fibre container bottom sealing, 

and a thousand and one other uses. 














Saranac Automatic Multiple Head Fibre Container Stitcher 

















Please send samples of work to be done with your inquiries 





The Lowest Priced, High Speed 
High Grade Wire Stitcher 


Saranac Stapler, Type K 
Foot, belt, or motor power 


If your package or con- 
tainer can be stapled, 
we can supply a ma- 
chine to do the work. 


The scope of SARA- 
NAC MACHINES range 
from the simplest to the 
most complete fully au- 
tomatic machines for 
stapling baskets, boxes, 
crates, or other con- 
tainers made of wood 
or paperboard. 


No order is too small 
to be welcome nor too 
large for our resources. 
We solicit your patron- 
age. Your inquiries donot 
obligate you. Write now. 


SARANAG MACHINE COMPANY 


SAR- A-NAC 


Stapling and Package Making Machines 
For Wooden, Veneer, Plywood, Fibre and Paperboard Containers 


SPECIAL MACHINERY 


BENTON HARBOR, MICHIGAN, U. S. A. 


MARCH, 1933 97 








THE WINNER! 


TUBE GROUP 
te ALL-AMERICA TWELVE * 


19SZ 


F the twelve different types of packages selected 

by the judges as the All-America Twelve, 

the Mennen Brushless Shave tube received the 
highest rating—91.1%. 






















This rating was based on such important 
factors as appearance value, sales 
value and construction value— 
which include design, typography, 
color, originality, convenience, 
display value at point of sale, 
protectability and adapt- 
ability to production. 


This outstanding 
packaging is the result 
of the co-operative efforts 
of the Mennen Company; 
Edwin H. Scheele, the designer; 
the Peerless Tube Company and 
the International Folding Paper Box Co. 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 


PEERLESS TUBE COMPANY 


70‘LOCUST AVENUE BLOOMFIELD, N. J. 
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WHAT’S NEW IN 


BETTER, what’s new in cosmetic containers? That’s 
the question for manufacturers who know a trend 
when they see it, and hope to make something out of it. 

Your cosmetic package can be molded! Durez has 
turned the neat trick, and illustrates several recent de- 
signs on this page. Note, first, that styles point toward 
the flat pancake type. Note also as an example of 
second-use containers that the base of one powder box 
becomes a clever coaster. And note, finally, that trade- 
marks, illustrations and trade names are molded in! 

Other important news: Durez containers have a 
high, lustrous finish which will not dull or tarnish 
... they are hard, tough, permanent ... they come in 
a wide assortment of handsome colors. 

Facts about present Durez users of closures and 
containers: Almost every famous name on the na- 
tional pharmaceutical and perfumery roster is included 
in the list. Squibb, Palmolive, LaLasine, Lifebuoy, 
Zonite, Parke-Davis, Ambrosia, Charles of the Ritz, 
Dorothy Gray, Iodent, Pinaud, and scores of others 
find that Durez keeps customers happy, builds prestige, 
and frequently catches the eye as no container or 
package has done before! 

Why not write for the full, interesting details? 
Address General Plastics, Inc., 203 Walck Road, N. 
Tonawanda, N. Y. Also New York, Chicago, San 
Francisco, Los Angeles. 


* DUREZ 


Reg. U. S. Pat. Off. 
THE PERFECT MOLDING COMPOUND 







































Designed and Molded by 
Colt’s Patent Fire Arms Mfé. Co., 






Hartford, Conn. 











ANOTHER LEADER 





IN THE 

















TOILET GOODS FIELD 





Packaged in Plaskon 


WILLIAMS SHAVING SOAP ADOPTS PLASKON 


MOULDED CONTAINER OF OUTSTANDING BEAUTY 


The rich royal blue color of the Williams Shaving Bowl and Container is one of over a 
score of beautiful colors in which PLASKON is obtainable. 


By our special process of coloring the molded compound, non-fading colors of unusual 
richness and purity are secured. PLASKON possesses many other excellent qualities. It is 
tasteless, odorless, acid-, water- and grease-resisting; and exceptionally strong and resilient. 
PLASKON is used for a wide variety of containers, closures, display stands, novelties, but- 
tons, and many other articles. Specify PLASKON for your molded containers and closures. 


Whether you wish a vivid hue or one of the soft pastel shades, you will find exactly the 
color you desire in PLASKON. Your molder will gladly show you samples and give you any 
additional information that you may desire. The services of our technical and designing 
staffs are also at your disposal. 


TOLEDO SYNTHETIC PRODUCTS, INC. 


TOLEDO, OHIO 








